Study Shows It Cuts 
Attendance at Taverns 
and Keeps the Kids Home 


PitymMoutH, INnp.—Families with 
ower than average incomes are 
vetting a lot more benefits from 
elevision than their well-to-do 
eighbors. 

John Meck Industries Inc., a 
ajor TV set maker, comes up 
ith this announcement on the 
basis of a “spot survey of two 
groups of Chicago families by an 
independent research organiza- 
ion.” It is one of the most inter- 
esting of many recent reports on 
he effect of TV on families’—and 
especially children’s—leisure hab- 
its. 

Meck’s survey was made, Meck 
reports, among “carefully selected 
TV-owning family groups in clear- 
ly different economic brackets” in 
several sections of Chicago. Find- 
ings include: 


s One-fourth of the low-income 
families said that TV in the home 
has reduced the amount of time 
spent in taverns by adult members 
of the family. Only half as many 
in the higher income group gave 
this as a benefit of television. 
Likewise, exactly half of the 
low-income group said that keep- 
ing adults home was a factor in 
buying a video set, while only a 
fourth of the other group admit- 
ted to that reason for getting a set. 
Keeping children home more 
was a factor with 47.6% of the 
lower income group and with only 
30.8% of the higher group, Meck 
reports. 

Whereas half the mothers in the 
low-income group mentioned that 
“when they bought their sets they 
expected TV to keep the children 
occupied and give them more 
ime,” only 38.5% of the better- 
off-group mentioned this. 


These great expectations appear 
hot to have been borne out en- 
tirely, for Meck says the survey 
by the unnamed research organi- 
zation shows that “when asked 
hether ownership of a TV set had 
had any beneficial effects on fam- 
y life, both groups gave nearly 
equal answers: 57.4% in the lower 
bracket and 50% in the higher- 
ncome segment said ‘yes’.” 

Their reasons, says Meck: 

Low Income High Income 


elps children, etc. 41.9% 57.1% 
teps family together* 25.8 25.0 
t’s good entertainment 12.9 _- 
ves on entertainment 7.2 


Includes 8% mentioning husband goes to tavern 


Asked whether TV had had 
Any harmful effects, higher in- 
ome families “showed far more 
oncern.” Findings were: 

Low Income High Income 


eal time difficulties 2.0% 12.0% 
Omework problems _ 10.1 
ther difficulties 2.1 6.1 
John S. Meck, president of the 


ompany, commented: 

“It is evident that television is 

aving its most profound effects 
(Continued on Page 52) 


Are the Major Beneficiaries of TV 


Jordan, Morgan 
Disagree About 
TV's Novelty 


Newspaper Promotion 
Men Hear TV Won't 
Hurt Papers’ Sales Much 


MILWAUKEE—Television does 
not threaten the future of specta- 
tor sports, according to results of 
a two-year study conducted by 
Jerry N. Jordan, graduate student 
at the University 
of Pennsylvania. 
Mr. Jordan pre- 
sented the results 
of his study be- 
fore the 20th an- 
nual convention 
of the National 
Newspaper Pro- 
motion Associa- 
tion here last 
week. 

“When people 
first buy a TV 
set,” the 2l-year-old Mr. Jordan 
said, “it is an exciting hobby. They 
stay home more and go out less 
to paid entertainment. But a year 
later, when the novelty has worn 
off, the original pattern tends to 
return. Attendance at some forms 
of entertainment even shows an 
increase.” 


ws Citing college football and pro- 
fessional baseball as examples, he 
pointed out that among male TV 
set owners who had owned a set 
for three months or less, only 24% 
went to see a football game last 
fall. Among those owning a set 
from four to 11 months, 41% went. 
Owners for one to two years were 
back to normal in attendance— 
45%. And those who had owned 
sets for two years or more were 
above average, with 54%. 

In baseball, Jordan found the 


(Continued on Page 50) 
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for an advertiser. See 
‘Eye & Ear Dept.,’ Page 
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What to do when an insurance agent calls 


a 
rs ‘ 


Reemensber 1 costs you set sont mare to get the best 
property and habit, meurames advice end the trongent 


wound company planed and tailored to your nema by 
an Agent whe really knows hes busmem Ser an Agent of 
one of the North Ameriea Companies soon won't you? 


OPENS SERIES—First ad in a new cam- 
paign to be run by the Insurance Co. 
of North America Cos., Philadelphia, will 
appear in the June 17 issue of The Satur- 
day Evening Post and the June 26 issue 
of Life. N. W. Ayer & Son is the agency. 


Dailies’ Merger 
in Birmingham 
Is Unique Deal 


BIRMINGHAM—A unique pub- 
lishing “merger” has been formed 
here by the Scripps-Howard News- 
papers and the Birmingham News 
Co. 

On May 15, Scripps-Howard 
published the first issue of the 
morning Post-Herald, the name 
representing a combination of the 
former evening Post, published by 
Scripps, and the morning Age- 
Herald, published by the News 
company. 

The change removes the latter 
from the morning field (it con- 
tinues to publish the evening and 
Sunday News) and shifts Scripps- 
Howard from the evening to the 
morning field. 

The new wrinkle lies in the cor- 
porate relationships between the 

(Continued on Page 8) 
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Supermarket Men Jam 
Largest SMI Meeting 


Radio Is Best 
for Retailer, 
Ward Reports 


Research Bureau Formed 
to Study Media-by-Media 
Pulling Power in Stores 


By ELLiotr MARPLE 


SEATTLE—A new technique to 
measure advertising effectiveness, 
based on controlled tests at point 
of sale, has been developed in the 
past year and is now being placed 
in commercial application. 

The technique was developed by 
Joseph B. Ward, Seattle industrial 
and marketing engineer, working 
with a group of Pacific Northwest 
broadcasters and advertising men. 
Essentially, the Ward method mea- 
sures one medium against another 
and uses the dollar cost of adver- 
tising as the common denominator. 

In a typical survey, a retailer 
chooses an item for promotion in 
his store and spends identical 
amounts for simultaneous promo- 
tion in radio and newspaper ad- 
vertising. Then interviewers check 
shoppers who come in for the item 
and determine whether newspaper 
advertising, radio advertising or 
something else brought them in. 


s The most striking fact develop- 
ed in 16 surveys in more than a 
half-dozen northwest cities was 
the big margin radio reportedly 
carried over newspapers. Radio 
advertising, dollar for dollar, 
(Continued on Page 54) 


Last Minute News Flashes 


Kolynos Shifts from Sullivan to Biow 


New YorK—Whitehall Pharmacai Co. (as forecast in AA, May 15) 
has shifted advertising of Kolynos toothpaste and tooth powder from 
Sullivan, Stauffer, Colwell & Bayles to Biow Co., effective June 1. 
Biow has been handling Guards cold tablets. The Sullivan agency 
will continue to service Biso-Dol mints and powder and Sprint. 


Peter Fox Brewing Co. Names Tim Morrow 

Cuicaco—Tim Morrow Advertising has been appointed to handle 
all advertising and promotion for Fox De Luxe and Patrick Henry beers 
—except in the state of Michigan—by the Peter Fox Brewing Co. 
Ralph W. Sharp & Associates was appointed last month (AA, April 10) 
to direct promotion in Michigan. The account formerly was handled by 
Carroll Dean Murphy Inc., Chicago. 


Monitor to Introduce New Type Washing Machine 


NEw YorK—Monitor Equipment 


Corp., virtually through with fi- 


nancial reorganization, is planning to introduce a new type of washing 


machine in 60 days, but has made 
Co. handles the account. 


(Additional News Flashes on Page 53) 


no advertising plans. Buchanan & 
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possible-to-Beat Competition Told .... 


Operators Look for 
Method of Cutting 
Distribution Costs 


Cuicaco—Super Market Insti- 
tute officials gambled on their be- 
lief that SMI members wanted a 
shirt sleeves, “workshop” conven- 
tion this year—and won the gam- 
ble. 

Attendance at last year’s meet- 
ing was about 4,000. Last week, 
more than 7,000 operators, food 
manufacturers and persons in 
other segments of the food indus- 
try turned out for the five-day an- 
nual meeting here. 

The complacency which marked 
the seller’s market period was 
gone. And so was the concern and 
worry which characterized the 
shift from seller’s to buyer’s mar- 
ket. 

SMI members at the meeting 
were primarily interested in meet- 
ing competition, in increasing the 
effectiveness of their advertising 
and promotion, in installing self- 
service meat departments, and in 
cutting costs and increasing ef- 
ficiency. 


a They came to Chicago with the 
idea of collecting ideas on these 
subjects and, with a very few ex- 
ceptions, speakers at the meeting 
presented the information which 
they sought. 

Claude W. Edwards, president 
of the Super Market Institute, out- 
lined the problems faced by super- 
market operators at the opening 
of the meeting. 

Said Mr. Edwards: “There is a 
long road to travel yet before any 
supermarket operator can say that 
food costs in his store are at ab- 
solute bottom. Yet we must do the 
job. If we do not, someone else 
will.” 

He noted that most of the ob- 
vious “corners” already have been 
trimmed, and declared: “From here 
in, our progress will be the pro- 
gress of evolution, not our early 
progress of revolution.” 


= But there was ample evidence 
at the meeting that the SMI in- 
tends to be the gadfly of the food 
industry in the realm of reducing 
costs. Impatient with manufac- 
turers who refuse to pack their 
products in such a manner as to 
permit simplified unpacking, price 
marking and case display, the SMI 
called on staff members of Wie- 
boldt’s supermarkets in Chicago to 
undertake a humorous presenta- 
tion of the time wasted because of 
inefficient packing methods. 
Object of the demonstration was 
to convince manufacturers that 
slight changes in case packing pro- 


‘lecedures would increase sales, cut 


labor costs and endear the manu- 
facturer to the cost-conscious re- 
tailers. 

SMI members quietly served no- 
tice to the entire food industry 
that they will continue to point up 
inefficiencies in preparation, pack- 
ing, shipping, merchandising, ad- 

(Continued on Page 49) 
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‘Lorain Journal’ 
Denies Government 
Anti-Trust Charge 


CLEVELAND—A@dvertising policies 
of the Journal, Lorain, O., have not 
been harmful to competitive news- 
papers and have actually helped 
Station WEOL in nearby Elyria, O. 

That is the position taken by the 
Lorain Journal in its brief in fed- 
eral court here answering govern- 
ment anti-trust charges that the 
Journal unlawfully refused to ac- 
cept advertising from merchants 
who gave business to its competi- 
tors in Lorain and Elyria. 

The U. S. government’s brief 
filed a month ago (AA, April 24), 
took the position that the Journal’s 
practices were unduly restrictive 
and were wrong because the First 


Amendment on freedom of the 


press “does not immunize anyone 
from prosecution for violation of 
the general laws of the United 
States.” 

The 57-page brief for the Jour- 


nal and for Samuel A. Horvitz, 
publisher, and Isidore Horvitz, 
was submitted in galley-proof 
form when a printers’ delay oc- 
curred shortly before the deadline 
for submitting their statement to 
the court. 

The defendants argue that no 
conspiracy could have existed be- 
cause the defendants acted only as 
officers and employes of the com- 
pany; that the newspaper has a 
Constitutional right to reject any 
advertising it pleases for whatever 
reason; that there is no interstate 
commerce involved, and that the 
Journal’s policies toward its rivals 
was “no more than an act of ag- 
gressive, competitive persuasion to 
sell the Journal’s advertising.” 

A decision is expected some time 
this summer. 


Durstine Gets Lambert Ads 

Val St. Lambert Inc., New York, 
distributor of Belgian crystalware, 
has appointed Roy S. Durstine Inc., 
New York, to handle advertising 
in consumer magazines and news- 
papers. The company is a new ad- 
vertiser. 


Passino, Tolton 


and Melrose Win 
Proetz Awards 


Sr. Lours—Mrs. Norrie Passino, 
Famous-Barr Co.; St. Louis; Edith 
Raye Tolton, Hugo Wagenseil & 
Associates, Dayton, and Edythe 
Fern Melrose, The House O’ 
Charm, Detroit, have won first 
prizes in the annual Erma Proetz 
advertising competition sponsored 
by the Women’s Advertising Club 
of St. Louis. 

First-prize awards of $100 were 
given at the sixth annual Erma 
Proetz Award Dinner held last 
Monday to Mrs. Passino, art di- 
rector, Famous-Barr Co., for a 
newspaper fashion layout in the 
art, layout, and photography cat- 
egory; Edith Raye Tolton, copy- 
writer and home economist, Hugo 


Wagenseil & Associates, for copy 


|| ||| 


“Orders from our ad in The Des Moines 
Sunday Register seem to be piling up downstairs” 


Yes, you can really “see” results from advertising in this 
all-state paper, and why not! It makes a market of more 


than 2% million people! 


The Des Moines Sunday Register dominates 82 of lowa’s 
99 counties with an average family coverage of 77%... 
averages 37% coverage in the few others. It provides 


genuine all-state coverage of this lush 5 billion a year spend- 


ing market . 


. . an urban market that tops major cities like 


San Francisco, Boston, Cleveland—a farm market that’s 


America’s richest. 


It's no wonder advertisers have made The Des Moines 
Sunday Register seventh in general advertising linage among 
all Sunday newspapers. Milline rate is only $1.57! 


THE DES MOINES REGISTER ann TRIBUNE 


ABC Circulation March 31, 1950: Daily, 372,051—Sunday, 540,192 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


PROETZ AWARD WINNERS—The three first-prize winners in the sixth annual Ermg 

Proetz awards competition of the Women’s Advertising Club of Si. Louis are Edith 

Raye Tolton (left), copywriter and home economist, Hugo Wagenseil & Associates, Day. 

ton, O.; Mrs. Norrie Passino (second from right), art director, Famous-Barr Co., $% 

Louis, and Edythe Fern Melrose, president, House O’ Charm, Detroit. With them 
is Mrs. Lovise McClurg, Southwestern Bell Telephone Co., awards chairman. 
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used by Dayton Power & Light 
Co., in the copy division; and 
Edythe Fern Melrose, president, 
The House O’ Charm, for her radio 
and television show, “Resting 
Home,” over Station WXYZ, De- 
troit. 

Before the awards were pre- 
sented, Bea Adams, executive 
vice-president, Gardner Adver- 
tising Co., spoke on “Simple Mrs. 
Simon,” the American housewife 
who is the greatest single market 
for all who sell anything with the 
family in mind. (Full text of Miss 
Adams’ talk will be carried by AA 
next week.) 

Miss Melrose is president of the 
Women’s Advertising Club of De- 
troit and will be official hostess 
of the Advertising Federation of 
America convention there in July. 
Mrs. Passino is past president of 
the Women’s Advertising Club 
here, 


@ Other awards presented Mon- 
day were: 


Honorable mention for art, layout and 
photography: Theresa Robich fashi 
artist, Henry Morgan & Co. Ltd., Mont- 
real, for newspaper fashion art. 

Special honorable mention for copy: 
Henrietta M. Liese, account executive, 
Olian Advertising Co., St. Louis, for the 
Accent Shoe campaign. Honorable men- 
tion went to Miss Elaine Norden, account 
executive, Campbell-Mithun, Chicago, for 
the Larsen Company campaign, and to 
Miss Erma L. Oehler, associate account ex- 
ecutive, Fuller & Smith & Ross Inc., 
Cleveland, for the Blue Ridge Patterned 
Glass campaign. 

In radio and television, honorable men- 
tion was given to Miss Florence E. Cox, 
partner, Cox & Dunbarger Advertising 


4 | Agency, Detroit, for a public service radio 


program, 
Detroit.” 


“Women’s Town Meeting of 


@ Advertising exhibits were judged & 
two categories, those with one or ty 
entries in the display and those wif 
three or more. In the first categom 
Warwick Typographers took top hongm 
Von Hoffman Press, second; Cather 
Schuchat, free-lance artist, third, wii 
special honorable mention going @ 
Viola Rollins Greason, free-lance cope 
writer. 

The winning exhibits by organizatiog 
with three or more entries include® 
D’Arcy Advertising Co., first place; Stim 
Baer & Fuller, second place; Brown Shae 
Co., third place; and Photographic Studios 
Inc. and Gardner Advertising Co., honor. 
able mentions. 


The awards honor the memory 
of the late Erma Perham Proetz, 
who was vice-president of the 
Gardner Advertising Co. and a 
president of the Women’s Ad- 
vertising Club of St. Louis. They 
are given “in recognition of the 
most outstanding creative adver 
tising work done by a woman.” 


Heli-Coil Names Gishel 


Sales Promotion Manager 


C. Elmer Gish- §§ 
el has been ap- ~ 
pointed sales 
promotion man- 
ager of Heli-Coil 
Corp., Long Is- 
land City, N. Y. 

Mr. Gishel was 
formerly an ac- 
count executive 
of John Mather 
Lupton Co., New 
York, and direc- 
tor of public re- 
lations of Walter Kidde & Co, 
Belleville, N. J. 


Cc. E. Gishel 


Finest coverage . . . anywhere! 


~é 


COVERAGE. With GOA you can get 
dominant coverage of any market 
...local, regional or national. 
These Pabst panels stand out on 
streets, in neighborhoods or right 
in the heart of town. That way 
everybody sees them. When you’re 


1925 Silver Anniversary Year 1950 


finest beer served...anywhere! 


~ aiming at a mass market, youl 


best buy is Outdoors! Generd 
Outdoor Advertising Co., 515 8 
Loomis Street, Chicago 7, Illinos 


* Covers 1400 
leading cities 
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LAYOUT BY BERT RAY 


- important opening 


In 1937 we opened Chicago's most unique engraving plant, devoting our skill exclusively to 
distinguished Color Process reproduction. ¢ Now in J950 we open our Black and White department 


where you can get the finest halftone and line engravings that you ever saw. 


600 W. VAN BUREN ST., CHICAGO 7 
STate 2-5367 


a 2 ee 


ane oe a ee a Pe 
Of td ® : Pe agi ie & = FU Aue 2 : 
199 : , ae 
aj SV 
os ; - eet lee 
oie ie Sr - on i 
adler yh \ fi > ae pee Sa. <a ———_ 44 ene Se oe first 
xe oe 5 . a @ so MA Pre “ahi: = $ 
“4 oracle nies - R fee cs : “a te 
5 be a Fil alata y es, ae ea eae /@ . -* i 
ee ac ae a less! ii i ee asta : ay) = cl: cain so 
ree Beate ae £ ik Pee . ee Coe oie 
jig Ole a See | —_—— aoe. pS | am 
i —_ (‘a : : oe sony geepiges) rime —— 9 - 
« - ea: “a —_— : — _ a “g et — . 
EE \ Fee ae I Lae 
4 ———_ eee - -_ iy 
—— - 
= —_ a Pe — me 
= = - ——_ - : het 
— = slg) 
aoe ~ Pade aie a a Seas oo earns teal a= oof tae 
nt Set ag z — ; e — — x eee — 5 ; 
a: See : xi be Gee ” ae lik pees 
a. ee rages) (eae e hes eS aa a oee : 
a s — eee ee | ae eres ear 
gee a a site ; oa ee : ete 
es tee’ are . te Ri p ee: He J 
oF ee a a a ae ft ey r 
SS a a a F . ce i bo ? aie ; 
q " - Bm far jee : yee ‘ as . 
rma . — —— 
St. eo ey soe ee ey LT aes OM go ae ae x pike or he 
ee ote ae ees ee Me ee ir ee tne aie mo Tete Co eee ee prt 
Rey nee ag leno se I aati tons Ser e Siare tn ee at awe see kr aes 
hem Bed gate ene de ak sy Be et ee fh es eae eae eb ee he cane ag eee 
, oe el eee ae PAR eracgey S202 lan ya! PR vl ake is Ls eae et 
Sete UE ae a see ae eve tio) a akc) si oe eer i ieee oie ft | ae Ren 
ie te el AS iia eee ar eRe oe er Pipers en 
7 eo ee < wig ee arr aes oo peg StS os CO whe 
es an ere pa Aaa aE or Da Se 2. mn Big lee pts Sia) aoe 
Soa a iate <a iy ee Setmy tree Hew. BR Ae We eee ya] ee i eee eee 3, maf 
‘9 a ees ere gk i a Te eee 2) wl) eae age 
py MM Soainnae Si etienet, NR ey lye 5 ee ee a a | opel Ne tinn (hig e Wet a Big hogs ae We 
rh ae eee ha ae ec 2 ss i a ange te oe Re i Ge tee sei ceas ty Rs see 
Og ee cA eS i ee Tie, ee ag Pe ae aso oy Se, sli i aM ct 2 “fi 
ia sacle ee re Soo eae wie 1 
od in sila ee ee co Se aaas 
Nore A ; i : é 3 ; — : 
with ee oe as, UE GS aa ee Beery SF ot mene ec ee a mere ee 
g & Pe ee Be ME a ee PN eee oo cee ei ace are es 2a aera Gay 
ae re Es ia ee eis ele a Sere eos 2 a si ee sl od 
5 a ati A? 7 oe : ca ee ee ae See peters a seb = te ae 9 oi ies, AS rd ein is ae 
COpy> ace Sakae a ; A eee A eeaeee C  ge ae: ae Sk i eae i 
> ee Sw, Len les te he yg a eee ae Nees. Pee Gees 1 Aaa So der 
eT Peignigtete 2 Set ‘S Ce Eee ee joa ieee Pees eg 6 €,. oo. ee a. 
eee ae - ee ae ie a8 een Aas po ca! she, oceans ic. Sean ‘ Ss 
Rs es, a ibs a ee =) tare A es es a Rye 6 F 
ations be. eee ae nee ie ee Velie a bo 1a mailatie cee as: 3 
uded, Sia ata i oe TS ey ee gO St Cae a ee rats Serene : 
arama IS 5, pe ee heal ia mi a pe Si as See Se 
Stix, pa ye aie Mieke fal oe aaa ke eg ee By 
i Seed = 
tudios — a 
Llonor- : ee 
. as ieee ea ae Be ae Sth as Fab eel re Be ra ee Toe ir i‘; — 
oetz, Pee oe ee BN rap dost here fe eee eh. Mie cen ee a. 
the vate es Sere ia or eee es ee oo aie gine es hee De : wae: 
: : a en cae eg Dee th Ta “ae aoe ee Bg aes, ee hae 
seit AR ee Sk See eS ro P Ate 5 
id a ies Se ee ee se em a: sagas lea aiaaaad ee 
a ‘co. Fe Lk ad EF a ge NN er heh ay a ER etary Nag oe ain 
Ade = ve, Foekk pats uae ee ieee ear Beat cate, 
9 tae 5 Poe NPE eee ia ak Deen aie: Ti We eek 
F 7 a or... a ee eae Roe oe nah gee are = 
They Te re a a EA ae a 7a ee aes hare Fone arr as 
7 <a a wi Ne oes iis cis 2 ees ! on eo ere oa Sage >, singe 
lver- = P 
” % . ag 
n. : - Me 
' PO Siete rT ee tle Ue ca ns ; ee 
Peg ie sigh eee ox ae aS en neg aca se a . of Kis 
es = eee oe ae fs ee ; ae | bes toch etal ee ee ee 
t <e - * Fee Pe Nee Sree shes ie) Mel pea AP ies 
ie - ; ee, ie Lraaionls Aer oe 3 ' £ sea tec 2: 
sais «i bai ; aR haces 5 een ’ 
Spe S|, oo See ine Pn Re ee ee Be Beye ee momen eee pare j 
Penrose! a IR Ss Stet) ie a rae hE Bee ee ree) TL - oe aes hao <e edie coe . ee 
ee fOr Mr aa aise ne: igeaa ea yiksa & ape Petite yamine oh 
ie cones ee Bane ee tO Yea wee oe ae iebe ia Ae lt Neat gt eale Dat ec at 
gar Cree GE Mee Sh etnies) wera TS ise, Te eee a ibe ee a gett awe ea als 
ae Retry. oa a ae tel ead ee Dees tee a Te ge w Sh ipa heey ie Yea, ea 
: ae ees ee “e Rs) ee er eae hs al NE es ee 
a —— Te eee a me ees ee ae 
; Bo os Rees ir Es ie a 
are 3 =— ie 
Pn \ . ae, 
| aed i —— > ad 
i " = —— = = 7 
omar | apa ae Z | bas Pee ee on 
eee is. Rees g 3 3 , ph a ayes 2 aie yee 
eee ae Meee Eo ee : x | ae ee sae Pig = 5 a aS 
? Ate ot a eee aon kee feet “ es aera, Wicees rs aie aces Cahaes 
pe. see cd Me oS ° " LS Se pee Gor ; foe Paes ee” =e 
ee ae, oe Fete: Mee ry eee So ee See, ee Ay, 
EER ihn Pac igh cee Gee was: : ee, Sue Wa ree Pore fete 
een Soteee Pir me geet t | ae nae Fe pees Rees Tae i - 
hel we Meee, Te eee ene : 2 cfd PS eee eee Sean ae 
fae Mee - eee : —s t ere Tn Se fae Non Soe a ¥ = 
cae Seren fee ce. i foe Saree oe 
a See i Really ar A ay, Fc aid pice 
ao Ss i Sal om wating : ° - s am, \ 
Co oe eee eee Fates e@ De’ = , 
” ————— _ = cen i&# se = 4 ie oe ’ 
yas c 3 se ae eee Oy 
=— = , = a, ie? sstencemneey § os 
pur Ly P Be op ne i 
V VY — = 
—o ni gies De ee ae . 
“tie age avs . nee . — ; NA Pa 
oy ee ag oe ~~ ’ te oo pe as 
ea. kets eee ) -—  -— a ll ie 
ie 0) Tee y> : a at Ke a) ar ees fr 
a ee hee Lorna TEMES. , ee C ‘a G7 NM ay facet 
i Dae ae , e ‘ Ng nee 2 
a aera | ’ . Naa oe ‘ o cs 
i” Ske ee 5 mee i : ‘ ae 7 ane 
2 ey os ae ae, iy be oe 
eee mi se aes 5 a : < a ; pate L peateg 
” Brg Me one = at. ans a 5 <a — \ yah a ter 
: ~ ae ; ~ i \ us es 
’ a os wy WY wd — : : 
+t = eee ‘ a =" = la te 
: —— Sa | : ee => : oe 
: eee | eames 1 - 
7 | — oe ————S Se mab es 
a os 
Cs E 
: 
ee 
Ee 
es 
yout ee 
nerd 
15 § ’ a 
no’ came 
fa * 
9 a 
, ea a eee a 
a: oo 
Ue baste. eer 
igh 
oe a 
eg 
De 
ise ee eee ie : 25S 
an | et ee Sic A Sie he at a A RS a oe a's a RG ci ea ae oy elas ee s er a te | ae. : Ce ? : pee ee gti 
see) wa iS ce Tle IR Peau aia ei eh ae i ee Eta eee MM Mey! Ooo adh een Sole a sie ge eka Bia heilt IN ai ae een er ee. 
rN ae ae oa oh 7 & Vg fae Gla a i cine , r E Nap ge al Aer ae es ek 


New CCA Audit 
Method Planned, 
Davis Tells NBP 


Wuitre SvutpHur Sprincs, W. 
Va.—Adin L. Davis, managing di- 
rector of the Controlled Circula- 
tion Audit, told National Business 
Publications Inc. at its spring con- 
ference here Thursday that far- 
reaching changes in CCA audit- 
ing procedures would be instituted 
following the adoption of recom- 
mendations of a committee on 
auditing procedures headed by 


OF LONG LIFE’ 
FOR QUANTITY BUVERS 
THE ARTKRAFT® SIGN CO. 


Division 
900 Kibby $1. Lime, Ohio, U.5.A. 


George Riddle, manager of ad- 
vertising media for General Elec- 
tric Co. 

The committee, he said, has laid 
the ground work for a vastly im- 
proved auditing procedure which 
will profoundly affect the future 
of CCA. The recommendations of 
the committee will be submitted 
to members in the form of a 24- 
page report, after which they will 
be acted on by the board of di- 
rectors. 


a Lansing Chapman, president of 
NBP and publisher of Medical 
Economics, reported that its mem- 
bership consists of 57 companies 
publishing 89 journals with a 
combined circulation of 2,460,000. 
He said that there is no indication 
that postal rates for controlled me- 
dia will be increased and that there 
is still a slight chance that they 
will be reduced. He recommended 
a promotion campaign to promote 
business paper advertising in gen- 
eral and CCA publication adver- 
tising in particular. 

Arthur Dix, Conover-Mast, who 


headed a panel discussion of cir- 
culation methods in the controlled 
field, said that publishing eco- 
nomics, based on high costs of 
obtaining paid subscriptions, has 
resulted in the growth of CCA 
publications. 


s William <A. Marsteller, vice- 
president of the Rockwell Mfg. 
Co. and past president of the Na- 
tional Industrial Advertisers As- 
sociation, told the publishers that 
editorial anemia is the greatest 
enemy of readership and urged 
modernization of format, courage 
to discuss controversial subjects 
and timeliness of reporting as an 
insurance of readership, which he 
insisted likewise assures reader- 
ship of advertising. He also crit- 
icized publishers who are unable 
to give advertisers a clear picture 
of their.markets. 

The conference closed Friday 
after a session devoted to sales and 
promotion methods, and a discus- 
sion of the Census of Business by 
W. C. Truppner, chief of the busi- 
ness division, Census Bureau. 


CBS Pulls Out 
of NAB; May Be 
Start of Exodus 


New YorkK—Columbia Broad- 
casting System last week started 
what may be a general exodus of 
the radio networks from the Na- 
tional Association of Broadcasters. 

Columbia’s announcement of its 
resignation from the industry as- 
sociation came three days after 
NAB President Justin Miller and 
General Manager William B. Ryan 
held a special meeting with ex- 
ecutives of the four major AM 
networks here. This meeting was 
called in an effort to stave off the 
networks’ walkout, which has 
been imminent for some time. 

American Broadcasting Co. de- 
clined to tip its hand at press time, 
but it is expected to follow the 
CBS lead. Now “sitting on the 
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COMES BACK FAST WHEN YOU SELL TO 


0. SOGLOW 


THROUGH 


TRUE Story 
Womens Group 


TURN YOUR PAYROLL DOLLARS INTO HOMING PIGEONS 


MARKET 


No other road to America’s big-earning, fast-spending 

WAGE-EARNER Market offers you these advantages: 

1. In one package, you reach 8,575,000 women ...shoppers 
for nearly 30% of all wage-earner families. And 2 out 
of 3 are in “age of acquisition”—30’s or younger. 


2. You reach this market at rock-bottom cost—as little as 


$1.22 per page per thousand! 


3. 90% of magazine ad dollars are spent in magazines which 
are over the heads of this market (research available). 


TSWG speaks their language. 


4. They’re the current active buyers at any given time—they 
shell out $728,000 every month at the newsstands alone 
just for the magazines in the TRUE Story Women’s Group. 


SELL THE FAST-SPENDING WAGE-EARNER MARKET AT ROCK-BOTTOM COST! 


Advertising Age, May 22, 


fence and awaiting development, 
National Broadcasting Co. 
not plan to quit NAB at this 
but may do so later. What actia 
Mutual Broadcasting System 
take will be decided at the n 
board meeting in June. 


w= Loss of the network supp 
comes not only as a major p 
tige and financial blow to the a 
sociation, but also represents 4 
strikeout for Mr. Ryan in his fing 
assignment for the association, Bp 
was appointed at the broadcastey 
convention to help rally the mem. 
bership to the support of the NAB 
Columbia’s withdrawal—whig 
includes seven o-and-o (five Ay 
and two TV) stations, as well » 
the network’s associate membep. 
ship—was attributed to a “dupliga. 
tion of services” by Joseph 2 
Ream, executive vice-president. 
However, Columbia was know 
to have been considerably annoye 
by a recent speech by Justin Mil 
ler in which he suggested that col. 
or television is still several year 
away. This came at a time whe 
CBS, which contributed $40, 
annually to the support of NAB 
is fighting hard to get the FCC 
adopt its color system now. 


mw “We have concluded that the 
services provided by the NAB ap 
largely duplicated by the serpy. 
ices which we ourselves provide 
for the CBS network and the CBS. 
owned stations, and the fact that 
we have been members of the 
NAB has led to confusion and mis- 
understanding in a number of 
areas in which CBS has been ae- 
tive in its own name,” Mr. Ream 
said. 

“It is our belief that the NAB 
can and does provide many valu- 
able services to independently 
owned stations, and we do no 
wish our resignation to be taken) 
as an example to be followed by 
any independently owned station 
The manifold problems of the fa- 
dio industry attest to the need for 
a trade association such ag the 
NAB. 

“The anomaly, however, of net- 
work membership has become in- 
creasingly apparent recently and 
it is for this reason that CBS is 
resigning,” he continued. 


ws NAB issued a lengthy state- 
ment on the CBS resignation Fri- 
day, asserting that all the net- 
works belong in the association, 
and that “we hope to re-instill in 
the minds of CBS management 
that the best way [to work out the 
industry’s problems] is through 
the NAB.” The statement added 
that “the experience and advice of 
network officials is more impor-| 
tant than the money they pay the 
association.” i 

The four major networks, to 
gether with their o-and-o stations, 
account for about 10% of the as 
sociation’s revenue. About a yea 
ago, the four networks, until then 
full members, reverted to an “as 
sociate” membership status. 


CBS, RCA Attacked by CTI 


Color Television Inc., San Frat 
cisco, which has been seeking F* 
approval for its color televisi0 
system, along with Radio Corp. ¢ 
America and the Columbia Broa0 
casting System, has accused R 
and CBS of attempting to dominalt 
television through control of coli! 
video rights. The charges wet 
made following a CTI demons 
tion before the commission, ? 
ed S. Matthews, president ° 
CFI. 


HAROLD G. BULLOCK 

PHOENIX, ARIZ.—Harold G. Bi 
lock, 68, owner of the advertisi 
company bearing his name, d# 
here May 8. Mr. Bullock had # 
erated his own company Si 
leaving the Arnold Advertis 
Agency in 1945. 

Before coming to Phoenix 
1943, he was vice-president 
Caples Co., Chicago. 
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ee October 1, television circulation m 
eight major markets* has increased from 


1,764,900 to 3,578,000. 


In these same markets, a one-minute announce- 
ment on each leading television station cost a 
total of $730 gross in October. Today the same 
service costs $1,040 gross ...a cost increase 


of only 42%. 


During this period when television circulation 
doubled, the cost for reaching each home has 
decreased by 28%. 


No advertising medium is increasing in circu- 
lation so rapidly. No advertising medium is de- 
creasing in cost-per-thousand so substantially. 


Your Spot television campaign will undoubtedly 


NEW YORK - CHICAGO «+ CLEVE 


include several of the markets listed below. 
You'll find that in each market, the station 
represented by NBC SPOT SALES will pro- 
duce the best results for your product. 


Television Television 
Circulationt Station 
*New York 1,300,000 WNBT 
Chicago 496,000 WNBQ 
Philadelphia 491,000 WPTZ 
Los Angeles 494,000 KNBH 
Boston 368,000 WBZ-TV 
Cleveland 223,000 WNBK 
Washington 128,000 WNBW 


Schenectady-Albany-Troy 78,000 WRGB 
Total... . 3,578,000 


{ NBC Research Dept. estimates, May 1, 1950 


SPOT SALES 


LAND - HOLLYWOOD + SAN FRANCISCO 
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Bell Heads Group to Study 
Audience Research 


Robert S. Bell, vice-president of 
Packard-Bell Co., has been named 
to head a Los Angeles Chamber 
of Commerce group to study audi- 
ence research. The group was 
formed following a request by 
C. E. Hooper, who will test his 
Hooperecorder, automatic TV au- 
dience measurement system, in 
Los Angeles. 

Other members of the committee 
include John D. Bushnell, econo- 
mist; Harry Bryant, Radio Re- 


corders; Joe Coffin, Tele-Que; 
Jack O’Mara, C. E. Hooper Inc.; 
S. S. Spencer, Foote, Cone & Beld- 
ing; Kevin Sweeney, KFI-TV 
R. J. Ross, California Bank, 
John Vrba, K J‘ 


Canada Gets Milady Totfees 


Walter & Hartley Ltd., Black- 
pool, England, is a new advertiser 
in Canadian dailies. Copy, break- 
ing this month, features the com- 
pany’s line of Milady toffees. The 
campaign is directed by Charles 
F. Higham Ltd., London, England. 


Music Trade Show Planned 


The 49th annual Music Industry 
Trade Show and Convention will 


| be held at the Palmer House, Chi- 


cago, July 10-13. The event is 
sponsored by the National Associ- 
ation of Music Merchants. 


Furnace Manufacturers Elect 


Henry M. Heyn, sales manager 
of the heat treatment division of 
Surface Combustion Corp., Toledo, 
has been elected president of the 
Industrial Furnace Manufacturers 
Association. 


Stuck joins Mason Agency 


Goodloe R. Stuck, formerly ad- 
vertising manager of Beaird Corp., 
Shreveport, La., has joined 
Glenn Mason Advertising Agency, 
Shreveport, as associate. He will 
continue to handle the Beaird ac- 
count, 


Appoints Weightman Agency 

Weightman Inc., Philadelphia, 
has been appointed to handle the 
advertising of Central City Ticket 
Office, distributor of amusement 
tickets. 


Company. 
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SAWS and YOU 
and a HOME — 
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This full color 
lithographed window 
display for the grocery trade won 


the highest award for window display—the 
third year in a row for a Zipprodt designed 
piece. Designed and produced for the Kellogg 


FRanklin 2-9440 


nodt, Qne. 


ITHOGRAPHED DISPLAYS 
6 N. Michigan Avenue, Chicago, Illinois 


Ch THREE CONSECUTIVE YEARS 


the Chicago Federated Advertising Club has honored 
the Zipprodt organization by awarding us first prize 
for the best window display of the year. Also, for the 
second consecutive year, we have received 
first place for the best counter display. 

We are deeply grateful for this recognition of our 
efforts and wish to thank the CFAC Awards 
Committee for the honor. 


Containing a flasher and two “Try It 
Yourself’ panels, this full color litho- 
graphed unit won the highest award 
for the best counter display—making 
two straight for a Zipprodt counter. De- 
signed and produced for Minnesota 


Mining & Mfg. Co. 


stavestising Jowards JUST “HAPPEN” 
THERE ARE OTHER AWARDS WE WORK FOR: 


We never design a display to win an advertising award. They are wonderful morale boosters 
that just “happen.” Our real award—or “reward” if you will—is the client who says “Thanks. 
That display SoLp Goons!” These rewards don’t just “happen”—we work for them. 


MAY WE WORK FOR YOU? 


- 


Gentlemen: 


ZIPPRODT, INC. 
6 N. MICHIGAN AVE. 
CHICAGO 2, ILLINOIS 


Please send me a copy of your folder on 
Point-of-Purchase Advertising 


STATE. 


Advertising Age, May 22, 


Postal Workers 
Say Service Cut 
Won't Cut Costs 


WASHINGTON—Representative 
the postal workers unions meet 
here last week warned that 
reduction in mail deliveries 
dered by Postmaster General J 
Donaldson will result in little 
any saving for the government 

During a three-day rally tog 
ganize their campaign for 
ation of full two-delivery a 
service, the politically pow 
postal workers heard that cutbagiy 
already instituted in Los 
had actually resulted in a 
costs. 

The increases, it was said, § 
sulted from the fact that tem 
ary help, hired at premium 
was used to fill gaps in delivan 
schedules. : i 


= Postal workers were feuding 
bitterly with Postmaster Genem) 
Donaldson. Some were openly 
saying, “Let’s hope they neve 
put another career man in th 
job.” 

On his part, Mr. Donaldson & 
sued a statement contending thi 
the flood of mail criticizing th 
reduction of service was inspite 
entirely by the letter carrie 
“The effects of the order hay 
been greatly exaggerated,” he con. 
tended, “and complaints have beg 
inspired before the order has beg 
placed in effect and before th 
people know to what extent they 
will be inconvenienced.” ; 

“There is a widespread desire 
for a reduction of government &- 
penditures,” he commented. “Un- 
fortunately there are some who 
want government expenditure 
cut, but insist that the cuts be 9 
devised that their own personal 
interests will not be affected.” 


a The possibilities of congressional 
action to cancel the cut in service 
remained uncertain, but appeared 
possible. 

On Monday, Sen. William Lang 
er (R., N. D.), ranking minority 
member of the Senate postal com 
mittee, introduced into the Com 
gressional Record 47 newspaper 
editorials criticizing the reduction 
in deliveries. 


Manning’s Coffee Pushed 


Manning’s Inc., San Francis00, 
will extend its advertising of Man- 
ning’s Vacuum-pack coffee to Sa 
Diego early in June. The newsp 
per schedule, inaugurated in Feb 
ruary and enlarged as distrib 
tion expands, now includes r) 
dailies in California, Oregon, 


Washington and Hawaii. Mannings 
coffee, although known for mati) 
years'on the West Coast, wa 
launched in general grocery dit 
tribution only two years ago. Kn 
lin Advertising, San Francisco, is 
the agency. Manning’s is also using 
transit advertising on behalf of its 
44 restaurants and bakery stores, 
as well as in support of grocé 
dealers. 


Seeds Names Media Director 

Russel M. Seeds Co., Chicagi 
agency, has appointed Rub Jack 
son, vice-president, as direct 
of printed media. 


CHARLESTON 


WEST VIRGINIA 
Charleston, The Largest City in West 
Virginia Is Blanketed By 
THE CHARLESTON DAILY 
1. The Daily Mail, Charleston’s only even 
newspaper. 
2. The Daily Mail leads in city circulati 
8. The Daily Mail leads in retail food 
vertising. 


ASK FOR ADDITIONAL wy FACTS 
Nationally Represented 
aL. 


WARD- GRIFFITH CO. 
nT CHIC 
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COMPANION EDITORIAL LEADERSHIP IMPRESSES MEDIA DIRECTOR 


Federal V. P. Frank Hermes hears Companion holds top interest for women with children 


Jim Walsh, COMPANION representative, is show- 
ing an analysis of Lloyd Hall’s Complete Edi- 
torial Reports for 1949. And this proof of the 
CoMPANION’s editorial leadership in one of the 
advertisers’ most important markets has cap- 
tured the attention (above) of one of the top 
media men in the agency business! 

This is what the report shows: In 1949 the 
COMPANION carried 22,730 lines on baby and 
child care. During the same period McCall’s car- 
ried 16,430 lines, Good Housekeeping, 13,779 
lines and the Journal, 9,901 lines. 

This stronger appeal to women with children 


is one more proof of the COMPANION’S top 
favor with the younger, more active women’s 
market in the all-important “buying years!” 


More and more media buyers realize this. 
For in 1949 the COMPANION was the only mag- 
azine in the women’s service field that increased 
its advertising revenue! 


NEW FEATURE FOR ADVERTISERS 


“Your Shopping Companion” began in the 
April issue! Features a variety of hand- 
picked, quality merchandise selected under 
the supervision of the Shopping Editor. Easy 
way to shop by mail. Hard-working small- 
space positions available. 


—(OMPANION 


AVERAGE CIRCULATION: MORE THAN 4,000,000 
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Dailies’ Merger 
in Birmingham 
Is Unique Deal 


(Continued from Page 1) 
two newspapers. Completely sep- 
arate in ownership and editorial 
operations, the newspapers will be 
served by a single business staff 
handling all advertising, mechan- 
ical and circulation activities. 

Up to that point, the situation 
duplicates those of the newspapers 
in Nashville, Tulsa, Topeka, Pe- 


Pr LG 


PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 


oria, Chattanooga, El Paso (where, 
incidentally, one of the newspa- 
pers is owned by Scripps-Howard), 
Madison and elsewhere. In all 
these cities, as in Birmingham, 
business operations have been 
combined as a cost-cutting device. 


ws The difference is this: In Nash- 
ville, Tulsa and the other cities 
named above, the newspapers’ 
business and mechanical operations 
in each case are conducted by a 
third corporation established as 
an agent for the two publishing 
companies, its officers being 
drawn from the directorates of 
the parent firms. 

Here, however, a third corpor- 
ation has not been formed. In- 
stead, the business of the two pub- 
lishers will be managed entirely 
by the News company, with 
Scripps-Howard retaining its 
voice only in the editorial sphere. 


s The situation was stated thusly 
by the News management: “. 
One advertising staff, one circu- 
lation force, one accounting de- 


partment under the management 
of the Birmingham News, will em- 
ploy the force (except only news 
and editorial employes), sell the 
advertising, distribute the news- 
papers, collect the income and pay 
the bills... 

“There will be no common own- 
ership between the two papers. 
No stockholder of one owns any 
stock in the other. Neither has, or 
will have, any relation whatever 
to the news and editorial policies 
of the other. The relationship is 
wholly physical, mechanical and 
commercial. 

“The body will be one body, but 
the mind and soul of each will be 
separate from the other.” 


ws What arrangements have been 
made for the nourishment of the 
Post-Herald’s mind and soul re- 
main a mystery, however. 
Scripps-Howard’s morning paper 
and the evening News will be sold 
in combination only, as were the 


..| News company’s News and its now 


defunct Age-Herald. But how the 
revenues are to be apportioned has 


not been made clear. Time es- 
timated that the two companies 
have entered into a 30-year con- 
tract whereby four-fifths of the 
take is assigned to the Birmingham 
News Co. (up to $3,000,000 of 
gross profit). : 

Presumably, the revenues will be 
divided according to circulation, 
with adjustments for operational 
expenses and other factors. The 
circulation possibilities give rise 
to speculation in several direc- 
tions. Up to now, the morning 
newspaper here has been rel- 
atively weak. The latest ABC 
statement for the Age-Herald was 
45,804. 

In the evening field, however, 
the Post had 69,963—considerably 
more than the a.m. paper, yet a 
poor second to the rival News’ 
166,017 (Sunday News circulation 
is 197,030). 


we What all this shuffling will 
amount to remains to be seen. 
Hinging on it is the advertising 
rate of the combination, which of- 
ficials say will not be determined 


Or Monday, or Wednesday, or any other workday day? Why do 
many women use perfume only on one festive evening or so a week? 


The questions mean much to the $75,000,000 perfume industry. 
And a new advertising campaign we have prepared for Yardley 
is seeking new answers. To women who have long known 
Yardley products, it suggests finding the Yardley fragrance which 
suits one best—Lotus? “Bond Street’’? English Lavender?— 
and using it as an undertone to life every day. 


Yardley distribution and merchandising are keyed to this fresh 
approach, wherein selling marches arm-in-arm with glamour. 
We have been associated with Yardley of London, Inc., since 1927. 


N. W. AYER & SON, INC. 
Philadelphia, New York, Chicago, Detroit, San Francisco, Hollywood, Boston, Honolulu 
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until the circulation picture ig 
clearer. Currently, the combina. 
tion is being quoted at a flat rate 
of 45¢ a line, the same as that of 
the former News and Age-Heralg 
combination. Sunday rate alsg 


remains the same at 45¢. (The 
Post’s rate was 24¢.) National rep. 
resentative for all the papers wilj 
be Kelly-Smith Co., which has had 
the News and Age-Herald ag. 
count. The advertising and other 
business executives of this com- 
bination also will remain in charge, 
and most of the Scripps-Howard 
business executives are expected 
to be transferred to other news. 
papers in the group. An undeter. 
mined number of business office 
employes, however (perhaps more 
than 100), will be discharged. 


w The “merger” here is the sec- 
ond Scripps-Howard has been in- 
volved in this year. Last January, 
the New York World-Telegram 
bought the name, good will and 
circulation lists of the dying Sun, 
Today, the World-Telegram & Sun 
is riding high. Its circulation is 
612,000, about equal to that of the 
two together before the merger, 
and its linage count is climbing 
steeply. Both in New York and 
here, as in the case of most news- 
paper consolidations, changes in 
circulations have been the chief 
influences. The Birmingham Post 
had been losing ground to the 
Hanson papers. Last year, while 
the latter were gaining a _ half- 
million lines (a.m., p.m. and 
Sunday together), the Post lost 
a cool million (7,719,669 in 1948 to 
6,751,858 in 1949). Combined linage 
of the daily and Sunday News and 
Age-Herald papers was 26,858,- 
709 in 1948, 27,400,113 last year. 

Both newspapers will be pub- 
lished from the News plant, which 
was recently rebuilt and greatly 
enlarged. Their editorial offices, 
however, will be completely sep- 
arate, though in the same build- 
ing. John W. Frierson continues 
as president and James E. Mills 
as editor of the Scripps-Howard 


paper, 


Lever's Barnett 
Says Hope Hasn't © 
Yet Asked Release 


New YorK—Bob Hope may, as 
the Associated Press reported in 
Hollywood last week, be seeking 
a way out of his contract with 
Lever Bros., his radio sponsor, 
but all that the soap company ex- 
ecutives know about this latest 
report is what they have read in 
the paper. 

At press time, James A. Bat- 
nett, Lever vice-president in 
charge of advertising, said he had 
not received the comedian’s re 
quest for a release from his net- 
work radio contract, which still 
has five years to run. 

AP quoted Mr. Hope as calling 
Lever a “big obstacle” that has 
given him “no cooperation.” 

Due in New York soon for his 
second special telecast for Frigid- 
aire, on May 27 (NBC-TV), Mr. 
Hope currently is being wooed by 
NBC, which wants to keep him on 
radio whoever his sponsor is, and 
by CBS, which is just as eager to 
get him. At week’s end he report- 
edly was leaning toward NBC. 


Sterling, Camels, Sanka 
CBS Shows Are Canceled 


Three CBS show cancelations 
were reported last week. Sterling 
Drug on July 1 will end sponsot- 
ship of a quarter-hour of “Sing 
It Again” (via Dancer-Fitzgerald- 
Sample); R. J. Reynolds Tobacco 
Co. (via William Esty & Co.) wil 
drop the Ed Wynn show on CBS 
TV next month, and General Foods 
radio version of “The Goldbergs 
will be dropped after June 24, 2 
though the time period (8:30 p.m, 
EDT, Saturdays) will be used fo! 
another show next fall. Young 
Rubicam is agency for the Sanké 


show. 
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FOR SCHOLARSHIP—Carl Dozer (left), 
sales manager of Station WCAE and pres- 
ident of the Pittsburgh Adclub, hands a 
$1,000 check to Dr. Robert E. Doherty, 
president of Carnegie Institute of Tech- 
nology, for establishment of a club schol- 
arship fund at Carnegie Tech. The first 
scholarship will be granted for the 1950- 
51 term to the most deserving junior in 
the school of graphic arts. 


Calkins and Knopf 
Honored by Graphic 
Arts Institute 


New YorK—Earnest Elmo Cal- 
kins, retired agency executive, and 
Alfred A. Knopf, head of Alfred 
A. Knopf Inc., publisher, were 
awarded “Institute Medals for 
1950” Thursday by the American 
Institute of Graphic Arts, for their 
contributions to the graphic arts 
field. The awards were made at 
the institute’s annual meeting. 

Mr. Calkins, described in the 
presentations as “dean of quality 
advertising men,” was honored for 
the effective use of illustrations 
and typography in advertising. Mr. 
Knopf was cited for his “pioneer- 
ing and sustained effort to raise 
the standards of design in Amer- 


+ ican trade book publishing.” 


e An original partner in Calkins 
& Holden, which became Calkins 
& Holden, Carlock, McClinton & 
Smith early in March (AA, March 
13), Mr. Calkins, who is now 82 
years old, served the institute as 
a juror for its 1950 Printing 
for Commerce Exhibition. 

More than 60 books published by 
Alfred A. Knopf Inc. have been 
choices for the institute’s “Fifty 
Books of the Year.” 


Makes House Organ Awards 


The Wisconsin Manufacturers’ 
Association has announced the fol- 
lowing as winners of the 1950 
Wisconsin House Publications con- 
test. Top honors went to company 
publications of Giddings & Lewis 
Machine Tool Co., Fond du Lac; 
Belle City Malleable Iron Co., Ra- 
cine; Western Printing & Litho- 
graphing Co., Racine; and Mil- 
waukee School of Engineering 
and Nordberg Mfg. Co., Milwau- 
kee. The contest was sponsored 
jointly by the University of Wis- 
consin School of Journalism, Wis- 
consin Manufacturers’ Association 
and Wisconsin Industrial Editors 
Association. 


McWhorter Promoted 


W. E. McWhorter has been ap- 
pointed advertising manager of the 
Kimble Glass division of Owens- 
Illinois Glass Co., Toledo, and 
American Structural Products Co., 
a subsidiary. He joined Owens- 
llinois in 1944 as advertising 
manager of the Insulux Products 
division, which later became a 
Part of American Structural Prod- 
ucts Co. Mr. McWhorter then con- 
tinued to handle the advertising 
activities of Insulux Glass Block. 


Kerby Joins Reimers 

Philip Kerby, formerly with 
Fuller & Smith & Ross, has been 
named an account executive and 
member of the plans board of 
Carl Reimers Co., New York. 


Newsweek’ Moves Oftices 
Newsweek has moved its Cali- 

fornia advertising offices from 

612 S. Flower St., Los Angeles, to 

ved Montgomery St., San Fran- 
0. 


U.S. Investigates Charge That Record 
Dealers Are Forced into Tie-in Deals 


PHILADELPHIA—Secret hearings 
on the operations of phonograph 
record distributors and dealers 
here are being conducted here by 
the anti-trust division of the Jus- 
tice Department. 

The department is looking into 
possible violations of the fair trade 
regulations and charges of tie-in 
sales of records and phonographs. 


Charges are believed to have stem- 
med from retailers who claim to 
have been coerced into tie-in 
purchases. 

Officials of the Record Dealers 
Association and _ representatives 
of 14 distributing firms have been 
subpoenaed with their records, it 
was learned. Government officials 
declined to comment. 


U. S. Printing Shifts Three 


J. S. Bond, vice-president, has 
been named in charge of all mid- 
western activities of United States 
Printing & Lithograph Co., Cin- 
cinnati. Al! sales activities of the 
company in the Midwest, extend- 
ing from Pittsburgh to Denver, 
have been combined under the di- 
rection of Gerald Murphy, man- 
ager of sales. He will make his 
headquarters in Cincinnati. Ray- 
mond P. Kane, purchasing agent 
in the eastern division, has been 
appointed director of purchases. 


Spectrolux Introduces 
New Lighted Display 

Spectrolux Displays, Buffalo, N. 
Y., has introduced a Spectrolux 
display that animates colored pla- 
cards by using alternating fluores- 
cent tubes to produce motion on a 
still card. 

Among advertisers using Spec- 
trolux are Westinghouse Electric 
Corp., Pepsi-Cola Co. and McKes- 
son & Robbins. The displays are 
so'd for less than $10 in lots of 
1,000 or more, with display cards 
costing around 40¢. 


too many type faces 
can cost you money! 


aseball has its ‘‘Happy’’ Chandler, 
the movies have their Eric Johnston, and the 
designers of type faces have a stabilizing 
agency in the National Board of Printing 
Types. This group of authorities on printing 
is made up of publishers, type founders, art 
directors, advertising managers and others 
concerned with type and its appearance. The 
board operates under the sponsorship of the 
Advertising Typographers Association. 


Whenever a new face is introduced, the 
board makes a careful study of its design. 
Approval is given or withheld when the investi- 
gation is completed. Is it an original or merely 
a trick variation of an already accepted face? 
Will it contribute to the beauty and effective- 
ness of a printed page? Is it sufficiently sound 
and different to be received into the family 
of the Gothics, Goudys, Bookmans, Bodonis, 
Cheltenhams, and other great faces? 


There is an excellent reason for wanting to 
make sure that a new face is good or bad. 
ATA members pride themselves on generally 
being able to supply any specified face. If 
type founders were to bring out new faces at 
will, stocking them would soon build up a 
prohibitive inventory which must eventually 
increase the cost of composition. The National 
Board of Printing Types acts as a curb to pre- 
vent flooding of the type market with unusable 
or poor type designs. ATA by supporting the 
board carries out its pledge to its customers 
—to keep composition costs down by every 
reasonable means known. 


Isn't a company that continually seeks to 
save you money a good one to patronize? If 
an ATA member isn’t doing your typography 
now, better get acquainted with one without 
delay. A phone call will bring a representa- 
tive. There’s no obligation. 


“TYPOGRAPHY THAT SETS UP AN IDEAL” 


™* Advertising Typographers Association 


of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 
The Berkeley Press - 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 
. M. Bundscho, Inc. 

¢ Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. - 
The J. W. Ford Company 


CLEVELAND, O. 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
kelly Typesetting Co., Inc. 


EXECUTIVE OFFICES: 461 EIGHTH AVENUE, NEW YORK CITY 1 * ALBERT ABRAHAMS, EXECUTIVE SECRETARY 


COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 

Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO. 

The A. B. Hirschfeld Press 
DETROIT, MICH. 

The Thomas P. Henry Co. 

Fred C. Morneau Co. 

George Willens & Co. 
INDIANAPOLIS, IND. 

The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 

Claire J. Mahoney 
LOS ANGELES, CAL. 

The House of Hartman 
LOUISVILLE, KY. 

The J. W. Ford Company 
MILWAUKEE, WIS. 

Arrow Press 

George F. Wamser, Typographer 


MINNEAPOLIS, MINN. 
Duragraph, Inc. 
NEW YORK, N. Y. 

Ad Service Company 

Advertising Agencies’ Service Co., Inc. 

Advertising Composition, Inc. 

Artintype, Inc. 

Associated Typogmaphess, Inc. 

Adas Typographic ice, Inc. 

Central Zone Press, Inc. 
Composing Room Inc. 

Composition Service, Inc. | 

Diamant Typographic Service, Inc. 

A. T. Edwards Typography, Inc. 

Empire State Craftsmen, Inc. 

Graphic Arts Typographers, Inc. 

Huxley House | 

Imperial Ad Service _ 

King Typographic Service Corp. 

Master Typo Company 

Morrell & McDermott, Inc. 

Chris F. Olsen, Inc. — 

Frederic Nelson Phillips, Inc. 

Royal Typographers, Inc 

Frederick W. Schmidr, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 


Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 

Typographic Designers, Inc. 

i! ary cerphic gevice ao ; 

anderbilt-Jackson Typography, Inc. 

Kurt H. Volk, Inc. : ° 
NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 

Alfred J. Jordan, Inc. 

ohn C. Meyer & Son 

‘ogressive Composition Co. 

Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey 
ST. LOUIS, MO. 

Brendel Typographic Service 

Warwick Typographers, Inc. 
SAN FRANCISCO, CAL. 

Reardon & Krebs, Inc. 
SEATTLE, WASH. 

Martin & Pettitt, Inc. 

Frank McCaffrey’s Acme Press 
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Canada Dry Plans 
Quinine Water Ads 


for Summer Drinks 


New YorK—Canada Dry Gin- 
ger Ale Co. will bring a touch of 
the tropics to the country this sum- 
mer with a “gin and tonic” cam- 
paign to promote Quinac quinine 
water as a mixer. The gin and 
tonic drink, seldom served in nor- 
thern climes, but considered a true 
cooler in the tropics, is made 


simply of gin, quinine water, ice 
and a slice of lime. 

The campaign will first appear 
in June issues of magazines with 
full-color insertions. Included in 
the list are Collier’s, Cue, Esquire, 
Gourmet, Holiday, The New York- 
er, Playbill, and Time. A half- 
dozen business papers will also 
be used. 

Quinine water promotion in 
newspapers will be limited to 12 
markets in hot weather zones. 


a Major emphasis will be placed 


America's 


FOREMOST 
TOY TRADE 


Magarine 


upon a deluxe closed carton, 
printed in four colors and con- 
taining four 12-oz. bottles. It will 
be recommended for a 57¢ retail 
price. 

The company has announced that 
several domestic gin distillers will 


promotion in summer advertising. 
The distillers’ names were not re- 
vealed. 

For bars and package liquor 
stores, Canada Dry will supply a 
three-dimensional back~bar unit, 
a table tent and menu rider, and a 
gin bottle collar. 

J. M. Mathes Inc., New York, 
handles the account. 


Jeran Joins Arthur Price 


N. Jerry Jeran, who has been 
associated with Sears, Roebuck & 
Co. for the past 22 years, has joined 
Arthur Price Associates, New York, 
as vice-president. For the past 
three years Mr. Jeran has been 
in charge of all openings of Sears 
stores in Mexico and Latin Amer- 


ica. 


tie in with the gin and tonic) 
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Balm for Small Business 


e AT a round-table conference on 
communications a few weeks ago, 
after the group leader had de- 
scribed his company’s vast com- 
munications program with em- 
ployes, a listener asked the group 
leader how much the program cost 
each year. He was stunned to hear 
that it ran into six figures. “Gosh!” 
ye exclaimed. “That’s as much 
money as we take in in a whole 
year.” 

The employer whose payroll in- 
volves 50 or 100 people finds it 

rd to grasp the proportions of 
a large-scale communications pro- 
gram. Actually, there is no need 
for him to grasp anything except 
the objectives behind it. He can, 


THE COMMERCIAL APPEAL 
MEMPHIS PRESS-SCIMITAR 


Scripps-Howard Newspapers 


IT'S EASY WITH 


THE 
RIGHT 
COMBINATION! 


Mama knew the value of a combination 


competitive 
have found 


rate of 55c¢ 


to the advertiser of 13c per line. 
*ABC Publishers’ Statement, 3-31-50 oy 


when it came to getting the kind of results 
she was looking for. Just as, in the highly 


markets of today, advertisers 
greater benefits from a com- 


bination of their sales efforts. In the billion 
and one-half dollar Memphis Market there 
is One RIGHT COMBINATION for greater 
results—the two Memphis Newspapers, to- 
day reachin 
There's a trim saving, too, when you take 
advantage of the optional 


more than 320,129* families. 


daily combination 
per line, representing a saving 


Employe Communications 
How to Win Friends Among Your Workers 
By Rosert NEwWcCOMB and Marc SAMMONS 


if he’s smart, take it from there 

The Old Colony Paint & Chem. 
ical Co., Los Angeles, employs ap. 
proximately 150 people. Its man. 
ufacturing operations are cen. 
tered in a small plant in Los An. 
geles, and distribution is handled 
through distributors and dealers 
in the western states. The com- 
pany has one of the best communi- 
cations programs in the area, and 
the most expensive item on the 
budget isn’t paper or printing or 
art work or moving picture film, 
It’s time. It is the time of the 
people, from the top on down, who 
work individually and collectively 
at good communication. 


e@ The head of the Old Colony or. 
ganization is H. C. McClellan, who 
acquired the company in the mid. 
dle twenties, when it was about 
flat on its back. He started to build 
not only the company but to build 
also the individuals who composed 
it. 

Today, shortly after the first 
of each year, “Chad” McClellan re- 
views with his five department 
heads all details of their business 
operations—results of the year just 
ended, prospects, comparisons with 
competitors whose reports are 
available. There follows a sim- 
ilar review with the entire su- 
pervisory force of roughly fifteen, 
Then, in a series of two-hour ses- 
sions, McClellan meets with the 
entire personnel, department by 


| department—with the department 


head, supervisors and employes of 
each. The group averages fifteen. 
These people hear the same story,. 
step by step. McClellan has a ques- 
tions-and-answers period follow- 
ing each session. It takes time, but 
when the project is through, the 
guy who scrubs the floors has 
heard the same, detailed story as 
the executive vice-president. 


e Thus every employe, at least 
once a year, gets it straight from 
the top drawer. Other meetings 
with employe groups are held from 
time to time during the year. In 
addition, McClellan approved the 
formation by his supervisors of the 
Old Colony Management Club, 
which meets monthly to talk things 
over. McClellan himself is always 
on hand, always as a spectator—the 
boys themselves run the show. 

A short time ago “Chad” Mc- 

Clellan was re-elected president of 
the Merchants and Manufacturers 
Assn. of Los Angeles, one of the 
country’s most progressive and 
service-minded management 
groups. He carries to his member- 
ship the simple doctrine that you’ve 
got to know your people, that the 
big man in the front office isn’t 
too big, or too busy, to know the 
folks with whom he insists he has 
formed a team. 
It’s a sure-fire formula for small 
business, and it’s one that the big- 
gest of businesses could afford to 
remember. 


Reports Circulation Rise 


Outdoor Life set a circulation 
record for its 52-year history with 
the February issue by an Audit 
Bureau of Circulations total of 
903,922 paid copies. The magazine 
reports that newsstands were com- 
pletely sold out, and that the 
monthly average net paid circula- 
tion for the first quarter of 1950 
amounted to an 862,629 ABC total. 


Storecast Signs 19 


Storecast Corp. of America, New 
York, signed 19 new advertisers 
during March and April. More 
than 150 companies are now adver- 
tising to supermarket and Fl 
home audiences via Storecast in 
New England, Pittsburgh, Phila- 


delphia and Chicago. 
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sheater sales begin to hit their 


Advertising Age, May 22, 1950 


mt! 


SHIPPER—Hinde & Dauch Paper Co. 
made this luggage-type corrugated ship- 
ping box for Pidgeon China Co., cera- 
mics manufacturer of Barnhart, Mo., 
to use in a joint promotion with Southern 
Comfort Corp., St. Louis. The container, 
carrying the recipe for the Southern 
Comfort drink inside the cover, and hold- 
ing six mugs, requires no further wrap- 
ping or packing by the dealer. 


Noblitt-Sparks Sets 
Expanded Ad Drive 
for July-December 


CoLtumBus, IND.—Noblitt-Sparks 
Industries Inc. has scheduled an 
advertising program for the last 
half of 1950 designed to keep pace 
with production and sales sched- 
ules which the company describes 
as “geared to the highest levels in 
our history.” 

Arvin television and radio divi- 
sion (one of the four Arvin divi- 
sions of Noblitt-Sparks) will con- 
centrate its radio advertising on 
the September-December period, 
with half and full-page ads sched- 
uled in Better Homes & Gardens, 
Country Gentleman, Life, Path- 
finder, Progressive Farmer, Suc- 
cessful Farming and The Satur- 
day Evening Post. 

Television receiver advertising 
for the last half of 1950 will con- 
sist of half and full-page color ads 
in six national magazines—BH&G, 
Life, Look, Newsweek, SEP and 
Time. 


s The Arvin electric housewares 
divis‘on will feature two electrical 
appliances in each of its half and 
full-page ads which will run in 
BH&G, Country Gentleman, La- 
dies’ Home Journal, Progressive 
Farmer, Successful Farming and 
SEP. Several new appliances will 
be introduced in the last half of 
1950, 

In the car heater division, Arvin 
will introduce two new 1950 mod- 
els with heavy use of space in 
late summer and early fall when 


Seasonal peak. Frequent half and 
two-thirds b&w insertions will ap- 
pear dur-ng these peak periods in 
Capper’s Farmer, Country Gen- 
tleman, Progressive Farmer, Suc- 
cessful Farm'ng and SEP. 


® Starting in May and continuing 
through August, the Arvin metal 
furniture division will conduct a 
campaign for its metal and metal- 
and-plastic dinette sets, as well 
as its all-metal ironing tables. 
Half and full-page color ads on the 
dinette line will run in BH&G, 
Household, Ladies’ Home Journal 
and Today’s Woman. Fractional 
b&w pages on the ironing table 
are scheduled for BH&G, Good 
Housekeeping and Household. 

Supplementing Arvin’s consumer 
campaign will be a trade publica- 
tion drive covering its various 
fields of manufacture. Counter and 
shelf cards, window disp'ays and 
Sreamers, sales training literature, 
price tags and other merchandising 
aids also will be used, and the 
dealer-distributor-company coop- 
erative advertising will be stepped 
up for the last half of the year. 

Roche, Williams & Cleary, Chi- 
cago, handles the account. 


Keller Names McCutcheon 


Dale McCutcheon & Co., Chica- 
80, has been named midwestern 
advertising representative of Na- 
tional Botilers’ Gazette and El Em- 


botellador, 


Publishing Co., New York. 


published by Keller 


Comic Spot Ads Presented 


Comic Spot Ads, a new method 
of obtaining revenue from the sale 
of space on comic pages and in 
comic sections of newspapers and 
periodicals, has been introduced 
by Guy Gannett Publishing Co., 
Portland, Me. The ads are designed 
to run in columns at either or both 
sides of all regularly published 
comic strips. Originator of the ads 
is Laurence H. Stubbs, general 
manager of the company. Coca- 
Cola, Vanity Fair and the Boston 
& Maine Railroad have purchased 
such ads in the Portland Press Her- 
ald and Portland Evening Express, 
Gannett papers. 


Jordan to Scott Aviation 


L. E. Jordan, formerly vice- 
president in charge of sales pro- 
motion of Melvin F. Hall Adver- 
tising Agency, Buffalo, has been 
appointed to the new position of 
general sales manager of Scott 


Aviation Corp., Lancaster, N. Y. 


TV Authority Asks 
NLRB Recognition 


New YorK—The Television Au- 
thority has filed a petition with 
the National Labor Relations 
Board for recognition as the legal 
bargaining agent for entertainers 
in TV. : 

Included in the authority are 
Actors Equity Association, Ameri- 
can Guild of Variety Artists, 
American Guild of Musical Art- 
ists, American Federation of Ra- 
dio Artists and Chorus Equity As- 
sociation. 

For some time a video jurisdic- 
tional battle has been shaping up 
between the united groups, all 
affiliates of the Associated Actors 
and Artistes of America, and the 
Screen Actors Guild of Holly- 
wood. The guild, also a Four A’s 
affiliate, believes it should rep- 


, 
resent all actors in motion pic- 
tures, whether made for theater 
or TV exhibition. It has already 
filed a petition to that effect in 
Southern California and will file 
similar ones here and elsewhere. 


‘Kowtowl' Ads Readied 


Brown Co., Berlin, N. H., has 
announced an extended national 
campaign in farm and dairy pub- 
lications to introduce Nibroc Kow- 
towls, new single-service paper 
towels developed especially for 
dairy use. First ads will break in 
June. Alley & Richards, Boston, is 
the agency. 


Masonite Buys Films 


Masonite Corp. dealers in three 
test states are signing with film 
distributors for a series of four- 
minute movie trailers, each in col- 
or, for showing in local theaters. 
The test states are Iowa, Missouri 
and Pennsylvania. 


ll 


Porter Gets Two Accounts 

Robert F. Porter Co., Winston- 
Salem, N. C., has been given the 
24-sheet poster account for Botany 
500 in conjunction with H. Daroff 
& Sons, Philadelphia. They also 
will handle the 24-sheet poster ac- 
count for Freeman Shoe Corp., Be- 
loit, Wis. 


Ellen Stern Joins Mogul 

Ellen Stern, formerly promotion 
director of KPIX-KSFO, San Fran- 
cisco, has joined Emil Mogul Co., 
New York, as assistant to the 
president, in charge of radio and 
television. 
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SELL WOMEN 


IN OREGON! 


THE OREGONIAN proves to women 
new biscuit mix is box of tricks... 
SAFEWAY WAREHOUSE EMPTIED... 
FULL CARLOAD REORDERED 


The Oregonian has a way with women...has a 
way of getting them to read, believe...and 
tush right out to buy! Nancy Morris, The 
Oregonian food editor, baked some turnovers, 
a coffee cake and some sweet rolls...all from a 
new biscuit mix! “Call or write, if you're in- 
terested in learning where to buy this package 
mix,” she suggested in her story in Oregonian 
Hostess House section. Interested? Inter- 
ested! 542 women inquired right away! And 
to meet the kitchen needs of these and 
thousands more Hostess House women, Safe- 
way rushed its complete warehouse stock of 


Fleet Mix to market centers. Then, to keep 


pace with its Oregonian Hostess House ad- 
vertising, Safeway ordered a full carload of 
the wonder mix. If women are your custom- 
ers...reach them first and faster with The 
Oregonian...first in influencing women, 
first in circulation and advertising results! 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN & SCHMITT, INC. 
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Long-Term TV Contracts 


A number of advertisers and their agencies have been offering TV 
stations and networks long-term contracts, on a non-cancelable basis, 
provided that these contracts are accepted at the time rates now in 
effect. 

These offers have upset many segments of the broadcasting in- 
dustry, including the National Association of Radio Station Repre- 
sentatives, which last week reiterated its opposition to long-term 
rate-freeze contracts, even though the shows may be placed with 
individual stations on a spot basis, rather than as network shows. 

The offers have stirred up some evidences of moral indignation 
on the part of stations and representatives, but this seems a little 
beside the point. No one can blame a client or an agency for at- 
tempting to make a good buy, and no problem of morals is involved, 
as long as the negotiations are conducted openly and without hidden 
pressures. Whether the networks or the stations want to commit 
themselves on a long-term basis is another problem. 

From where we sit, however, it looks as though negotiation of 
long-term contracts with rates frozen might not be in the interests 
of the broadcast industry, nor in the ultimate long-term interest of 
advertising. 

One factor which must not be forgotten, and which is unique 
with regard to broadcasting, both aural and visual, is the inelasticity 
of the medium. There is just so much time available on any station 
or any network, and no one has yet discovered how to stretch it. Thus 
any contract in this medium has a secondary effect upon other 
potential users of the medium, since it effectively closes some seg- 
ment of the medium to them. 

Stations ought to remember, too, that negotiation of contracts 
beyond the statements on their rate cards would automatically put 
them in the position of being willing to negotiate similar contracts 
under similar conditions with any other sponsors who might offer 
them. 

Long-term contracts for TV must have a certain fascination now 
for stations still faced with large quantities of red ink, but there 
is much to be said for the existing contract practices of advertising 
media. They have proved their fairness to both buyers and sellers, 
and they ought not to be diggarded without serious consideration of 
all the possibilities involved. 


Improving Color in Newspapers 

Color in newspapers, which surged ahead a few years ago and 
then seemed to have hit a temporary plateau, is again on the march, 
as evidenced by such things as the development of new color pro- 
cesses in Philadelphia and the publication of a book on run-of-paper 
color by the Milwaukee Journal. 

There can be no doubt that, just as the tremendous strides in 
magazine color printing originally spurred newspapers toward the 
solution of the infinite. problems of newspaper color, so television is 
now spurring newspapers on to even greater efforts in this field. 

The importance of showing the buyer the merchandise, in the 
most effective manner possible, increases almost daily, as shopping 
becomes more and more an automatic or semi-automatic operation. 
For this reason color in printed media seems so natural a develop- 
ment that it must eventually become nearly universal. 

And in the newspaper field especially, where in many respects 
reproduction advances have lagged behind other types of media, it 
can be expected that the next few years will show substantial -im- 
provements, in both black and white and color work. 

Buyers want and need this extra selling assistance. No matter 
what the tec.:nical difficulties, it seems safe to assume that they 
will eventually be overcome to satisfy this demand upon the part of 
the buyers of advertising. 


—Angostura-Wupperman Corp. 


“Three times in a row she made the Old Fashioneds without enough Angostura.” 


What They're Saying 


Courtesy Disappearing 

What has happened to the tra- 
ditional Southern courtesy? Be- 
cause of a few experiences of our 
own, Tom-Tom has done a bit of 
research among friends concern- 
ing courtesy in correspondence. 
We Southerners don’t seem to 
rank so high there. 

Repeatedly we and others have 

found that personal letters of busi- 
ness solicitation go unanswered. 
Tom-Tom regards this as inexcu- 
sable. Whether or not the ad- 
dressee or his company is in the 
market for the goods or services 
offered in a personal letter of so- 
licitation, a reply should be 
made... 
Anybody offering a product or 
service for sale is a salesman, or 
should be, whether he be the desk- 
bound president of a corporation 
or the man on the sales firing line. 
Therefore any such person should 
treat a personal sales approach 
with the same respect to ‘which he 
himself feels entitled... 

After scolding the North rather 
consistently in this department, 
Tom-Tom must concede that there’s 
a much livelier appreciation of the 
importance of courtesy in cor- 
respondence among Northern con- 
cerns than among Southern. 


—The Tom-Tom, house magazine of 
Newman, Lynde & Associates, Jack- 
sonville, Fla. 


Bermudans See American 
Products, But Not Ads 

On or about May 15, the Ber- 
muda Mercantile Shopping Cen- 
ter (Stop & Shop supermarket, 
Whalens drug store and Sears, 
Roebuck store) will celebrate their 
first birthday... 

It is also interesting to note that 


“land office” business in Amer- 


| 


ican refrigerators, frozen food 
units, washing machines and iron- 
ers. In many cases, some of these 
household essentials were sold 
before they were uncrated, which 
proves that American products are 
in great and growing demand, Only 
one American refrigerator is 
being advertised, and they are 
selling like hot cakes. Others 
should follow suit. 

This same Mercantile Center 
has extremely high standards in 
the merchandise they handle, and 
in many instances they carry 
U. S. A. items that are imported 
direct rather than carry the same 
items that are made in England. 
This means that the U.S. A. manu- 
facturers are still selling in the 
Bermuda market but don’t know 
it, thinking all the while that 
their British product and British 
advertising is sufficient. Bermuda 
is a profitable market and should 
be thoroughly cultivated. It is 
rather strange that some American 
manufacturers consider Bermuda 
as a domestic market, but that 
when we call on them regarding 
advertising, they state that the 
market is too small to bother with. 
These accounts should be in the 
hands of one of our experienced 
export advertising agencies who 
know their business and know that 
NO market is too small. 


—Report by Edwin Seymour, of Ed- 
win Seymour Inc., international news- 
paper representative, after a recent 
trip to Bermuda. 


Public Relations 

Public relations is an attitude 
rather than a technique; it is a 
policy rather than a department. 
Good public relations is the extern- 
al evidence of conducting the in- 


;ternal affairs of a business in a 
the Mercantile Center was doing a| Way of which you can be proud. 


—From “Advertising Procedure,” by 
Otto Kleppner. 


Advertising Age, May 22, 1§ 


| Rough Proofs 


Among the firsts which ca 
now be claimed by Coca-Cola 
the appearance, in full color, 
its familiar bottle on the fron 
cover of Time. 


« 

“Pretty girls in ads don’t selj 
men, says Hattrick.” 

You mean their use might be 
described technically as a diver. 
sionary movement? 

- 


Maybe, as Mr. Hattrick says 
pretty girls don’t help sell adver. 
tisers’ products, but Dr. Starch 
would probably testify that they 
don’t hurt readership a bit. 

. 


McCall’s says its cake cover was 
preferred by readers over the de 
sign featuring a pretty girl, but of 
course it should be noted that the 
votes were cast by the women, 

* 


“The major problem of the ho- 
siery industry,” a news story says, 
“is to convince women not to go 
bare-legged.” 

Better try persuasion—a woman 
convinced against her will, ete. 

e 


Apparently a woman who buys 
a depilatory to make her legs ]ook 
more glamorous sees no reason for 
wearing hosiery and thus hiding 
the results of her artistry. 

* 


With Hopalong Cassidy going 
great in television, comic strips 
and elsewhere, and Johnny Hopp 
recently ringing up six hits in six 
times at bat for Pittsburgh, Hoppy 
should perhaps be regarded merely 
as a synonym for happy. 

* 


Although Walter Winchell 
abandons modesty, to quote Var- 
iety’s endorsement of his television 
appearance as photogenic, maybe 
he had better wait to see how the 
votes stack up on the Nielsen re- 
ports. 

® 


Advertising courses, predicts 
Sydney Giellerup, will be concen- 
trated in postgraduate schools. His 
idea seems to be that admen should 
learn advertising only after they 
have found out a few other essen- 
tial facts. 

® 


Felso, a new entry in the de 
tergent field, will not cause the 
housewife to sneeze, the makers 
declare. 

Then it can’t help the market 
for antihistamines. 

* 


Although some admen are chided 
by their clients for not being suf- 
ficiently wide awake, most of them 
can appreciate the ten command- 
ments for going to sleep published 
by Today’s Health. 

» 


Debate on the FEPC is delay- 
ing action on postal legislation i 
the Senate, suggesting to some 
publishers that the former pre 
posals at least have some second 
ary values. 

* 


A news story suggests that ! 
society girl whose picture wé 
used inadvertently in a Listerif 
ad is asking damages. She prob 
ably didn’t want to be placed # 
the bridesmaid or also-ran cate 
gory. 
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{| THEINQUIRERIS = 
|| FIRST IN PHILADELPHIA - 
|| INRETAILLINAGE 


going In the first 4 months of 1950, THE INQUIRER pub- DEPARTMENT STORE LINAGE 

i)! lished 6,500,000 lines of retail advertising . . . a 
in six leadership of 740,000 lines over the 2nd Philadel- 
phia newspaper. 
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First in Department Store Linage 


~~ Department stores placed 2,670,000 lines of adver- 
maybe tising in THE INQUIRER during the first 4 months 
of 1950 ...a margin of preference of 260,000 lines 
for THE INQUIRER. 


reales And, of course, in total advertising, THE INQUIRER 


oncen- 
Is. His continues its outstanding performance . . . publish- 


—_ ing a record-breaking 11,690,000 lines during the 


essen- first 4 months of 1950. 


INQUIRER 2nd PAPER 
1e de- 


se the In the important department store classifica- 
*Source: Media Records tion, THE INQUIRER gained 435,000 lines over 
Both Tue Inquirer and 2nd paper publish 7 days the first 4 months of 1949. The 2nd Philadel- 
narket phia newspaper gained only 84,000 lines in 
the same period. 
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terist Exclusive Advertising* Representatives: 

prob TED W. LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. WackerDrive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 


<_ West Coast Represe:tatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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for GARDENING 
SUPPLIES 


In THE ELKS MAGAZINE you can plant your sales story 
before 928,010* men—all over the age of 21—of 
whom 68.9% are home owners. What's more, Elks can 
afford homes of the better type, for their median 
annual combined family income is $5,472.33—twice 
the national average. Here is a great market of mature, 
active men who can afford to keep their lawns and 
gardens the pride of their communities. Plant your 
advertising in The Elks to cultivate more sales. 


*A substantial bonus over guaranteed 
850,000, on which current rates are based. 


YOU'LL SELL IT, IF YOU TELL IT IN 


MAGAZINE 


Holeproof Hosiery 
Sets Back-to-School 
Fall Ad Campaign 


MILWAUKEE—Holeproof Hosiery 
Co. has scheduled a back-to-school 
promotion for its lingerie and 
hosiery with spreads in August 
issues of Harper’s Bazaar and 
Mademoiselle. 

Stores will be informed of the 
promotion this month through ads 
in Lingerie Merchandising and 
Women’s Wear Daily. The com- 
plete promotion package provides 
stores with suggested radio com- 
mercials, news releases, newspaper 
mats, window display materials 
and counter cards. The package 
also contains a carrying case de- 
signed to resemble a record album. 

The campaign is built around a 
record album theme, with a view 
to getting store departments such 
as radio, records, luggage and 
linens to join with the lingerie de- 
partment in a storewide promo- 
tion. 

Weiss & Geller Inc., Chicago, is 
the agency. 


Textron Appoints Wood 


Textron Inc., New York, has 
named Charles O. Wood, formerly 
with Springs Cotton Mills, as gen- 
eral manager of the Indian Head 
& Domestics division. Mr. Wood 
was with the Nashua Mills divi- 
sion of Textron before joining 
Springs Cotton Mills. 


Goodyear Promotes Pauley 


R. E. Pauley has been appointed 
manager of the Airfoam depart- 
ment of the Goodyear Tire & Rub- 
ber Co., Akron. For the past three 
years he has been manager of the 


molded goods sales at the com- 
pany’s plant in St. Mary’s, O. 


and engraving 


cts. © Ce tea €6.@...° 


45,600 sq. ft. are needed for just our Offset de- 
partment! It is equipped with the most efficient, 
modern machinery money can buy. The ever growing 
demands for our excellent Offset Printing con- 
vinced us to go all out and really build this 
department. The results for you are: correct 
supervision from our highly skilled craftsmen, 
finer printing, better service, and MANz quality. 
Remember, the Manz Corporation has main- 
tained leidatship for 84 years in creative printing 


re 


SBeTROIT ® 


4043 RAVENSWOOD AVE 
Chicago 13, [thinors 


NEW YORK 
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Edgar Kobak, former president of Mutual Broadcasting System ang 
now a free lance consultant, and Mrs. Kobak are on a six-week tour of 
Europe. . . 

The Cleveland Rotary Club, second largest in the world, has elected 
Grant Stone, ad director of the Cleveland Press, as president. His term 
starts July 1... The Toronto Rotary Club has elected Lloyd Moore, 
station manager of CFRB, for the 1950-51 term. . . 

Don Francisco, vice-president of J. Walter Thompson Co., has charge 
of organizing solicitation of the advertising, publishing and graphic arts 
industries for the Greater New York Fund’s 1950 drive. Serving on his 

committee are: Lawrence 

Valenstein, president of Grey 

Advertising Agency ; Richard 

L. Simon, chairman, Simon 

& Schuster; Anthony J, 
. Math, president of Sinclair 

& Valentine; Edward A 

Schirmer, executive vice- 

president of Crowell-Collier 

Publishing Co.; Thomas E. J, 

Crowley, assistant general 

manager of the New York 

Journal-American; George 

J. Seaman, vice-president 

of McGraw-Hill Publishing 

Co.; and Verne Burnett, 

president of Verne Burnett 


FAMOUS FATHER—Space Buyer Jack Snod- 
grass of Dancer-Fitzgerald-Sample recently 
was awarded “The Fraternity of Famous 
Fathers” scroll by Parents’ Magazine, upon 
the arrival of the seventh member of the 
Snodgrass family. 


Associates. . . 

Willard R. Espy, director 
of special promotion of the 
Reader’s Digest, is author 
of a new book called “Bold 


New Program,” published by 
Harper. The book incorporates previous articles by Mr. Espy on the 
government’s Point Four bill for raising living standards with additional 
material covering the program, and factors necessary for its success. . . 

Elmer G. Marshutz, president of Gardner Advertising Co., has been 
appointed chairman of the public relations committee for the 1951 
Greater St. Louis Community Chest campaign by Donald Danforth, 
president of Ralston Purina Co., campaign chairman. Mr. Marshutz 
headed the PR committee for the first War Chest campaign in St. Louis 
in 1942 and originated the symbol of the soldier with the slogan, “Giving 
is Fighting.”. .. 

The “Advertising Man of the Year” award, presented annually by the 
Advertisers Club of Cincinnati for the greatest service to the advertising 
profession in the city, was won by Theodore (Ted) Brown, president of 
Perry-Brown Inc. Presentation was made at a club dinner May 3. . . Dot 
Kirby, a member of the sales staff of WSB and WSB-TV, Atlanta, has 
entered the Southern Amateur Women’s Golf Tournament held this year 
at Virginia Beach. . . 

John Wilkins of Sweeney Lithograph Co. has been named chairman of 
the Quarter Century Club meeting of advertising veterans when the club 
meets for the first time at the 46th annual convention of the Advertising 
Federation of America in Detroit May 31 - June 2... 


CHAMPS—Don Chapman (center, right), captain of Benton & Bowles’ champion Bees 

in the Advertising Basketball League, receives the championship trophy from Ather- 

ton W. Hobler, B&B chairman, while his teammates stand by to assist in accepting 

honors. From left to right: Francis Kenney, Wells Hobler, Fred Papert, John Flagg, 

A. W. Hobler, Edward Hobler, Mr. Chapman, Charles Gavenhorst, Larry Lowenstein 
and Edward Walsh. 


James M. Cleary, v.p. of Roche, Williams & Cleary, Chicago, celebrated 
an anniversary May 1, when he was host to the agency staff at a lunch- 
eon at the University Club. It was 25 years ago that he left the Chicago 
Tribune, where he had been promotion director, to become general sales 
manager of Studebaker Corp. under Paul Hoffman, who became Stude- 
baker v.p. at the same time. In 1933 Mr. Cleary joined what was then 
Roche, Williams & Cunnyngham as a v.p. and executive on the Stude- 
baker account. . . 

Two Chicago farm luncheon clubs have new board members from the 
staff of Aubrey, Moore & Wallace’s agricultural division. Edwin A. Reeve 
has been elected a director of the Chicago Farmers’ Club, an organization 
of business men who commute to and from or own a farm. Russ Cun- 
ningham was made a director and subsequently elected v.p. of the 
Chicago Agricultural Club, which is concerned with promoting better 
understanding between industry and agriculture. . . 

Norma Davenport Yeomans, who left the national ad department of 
the Journal, Portland, Ore., a year ago to join the ad department of the 
Times, Anchorage, Alaska, has resigned to be a fulltime housewife (and 
mother)... 

More alumni associations are lining up new presidents. Douglas Leigh, 
the spectacular expert, heads the Eastern States Alumni Association of 
the University of Florida, and Harold Day, director of radio and TV 
sales development, spot sales dep’t, ABC, heads the New York Metro- 
politan Alumni Association of Colgate University. . . 


Julie Fellman Cahan, first child of Herbert B. Cahan, program mgr. | 


of WAAM-TYV, Baltimore, and Mrs. Cahan, was born on April 26. . - 
And there’s a new son at the home of William K. Paynter, of the public 
relations department of Connecticut General Life Insurance Co., Hart- 
ford. . . 
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Publicity Guide 
for Introducing 
New Product Told 


New YorK—W. E. (Bill) Irish, 
engineering editor of Industrial 
Equipment News, has completed 
a new “information Work Sheet 
for New Product Publicity,” as an 
aid to sales and advertising man- 
agers, copywriters and publicity 

le 

The work sheet is confined to 
six basic questions, which Mr. 
Irish says are fundamental to any 
product, namely, what is it? how 
does it work? how much will it 
do? what is it made of? what does 
it measure? and what does it cost? 

Answering the first basic ques- 


Lionel Distributes Miniatures 

Lionel Corp., New York, in co- 
operation with Standard Outdoor 
Advertising Inc., will distrib- 
ute 6,000,000 color miniatures of 
24-sheet ters to model train 
owners this year. Ten outdoor ad- 
vertisers, who will underwrite 
the printing cost, will be repre- 
sented in the posters. The project, 
a repeat from last winter, will be 
advertised by Lionel in consumer 
publications and catalogs. Plastic 
frames for the posters will be sold 
by Lionel. 


Mactadden Adds 2 to Board 

Macfadden Publications, New 
York, has added Meyer Dworkin, 
secretary-treasurer, and Edward 
McSweeney, treasurer of Perkins 
Goodwin Co., to its board of direc- 
tors. O. J. Elder has been reelected 
president. 


Merges with Gardner & Jones 

Richard G. Elliot, Chicago, pub- 
lic relations consultant, has merged 
his interests with Gardner & Jones, 
Chicago, public relations. C. Jack 
Lynes, Mr. Elliott’s partner, will 
become an associate of Gardner & 
Jones. Mr. Elliott has been ap- 
pointed director of information for 
the Santa Fe operations office of 
the Atomic Energy Commission, 
with headquarters in Los Alamos, 
N. M. He will serve the new Gard- 
ner & Jones setup in an advisory 
capacity. 


Two Appoint Hauptman 

H. W. Hauptman Co., New York, 
has been retained to handle the 
advertising of Tech-Art Plastics 
Co., Long Island City, N. Y., custom 
plastic molder, and Standard Wood 
Products Corp., Long Island City, 
television cabinet manufacturer. 


Plumb Files Plans Campaign 
Fayette R. Plumb Inc., Philadel- 
phia, this month will introduce a 
special display board for its Plumb 
files, and will support introduction 
of the board with a color cam- 
paign in trade publications this 
month and June. Following intro- 
duction to the trade, Plumb will 
take space in national consumer 
magazines to promote its product. 
Initial color ads will run this month 
in Hardware Age, Hardware Re- 
tailer, Hardware World and South- 
ern Hardware. The agency is J. Ro- 
bert Mendte Inc., Philadelphia. 


Diebold Picks Arthur Ost 


Diebold Inc., Canton, O., has ap- 
pointed Arthur J. Ost, formerly an 
account executive with D. H. Ah- 
rend Inc., as manager of advertis- 
ing and promotion of industrial 
microfilming machines in the Flo- 


15 


film division. Mr. Ost will make 
his headquarters in the New York 
office. 


McPike Joins Newhouse 

Frank McPike, who was with the 
Chicago Tribune for many years 
and more recently with the 
Scripps-Howard Newspapers, has 
been appointed western manager 
of the Newhouse newspapers. He 
will represent the Long Island 
Press, Long Island Star-Journal 
and Staten Island Advance. 


AAS WARES | 


7ke AMERICAN LABEL CO. 


MAIS orth Shelia Ave . 


tion, Mr. Irish suggests that illus- 
trations of a product be supplied 
unless the product cannot be pic- 
tured. “Use recognizable terms so 
a prospect can get on the subject 


George track quickly and without mental 
>sident effort. Name the purpose briefly 
lishing § in terms understandable to an in- | 
urnett, dividual without prior knowledge. 
urnett # Provide a one or two-word means i re 
for individual identification so a 
irector prospect can make inquiry easily. .. 
of the “Don’t use coined words or trade 
author names alone, to carry recognition 
“Bold when they do not define the prod- 
hed by uct, and don’t become involved in THIS SHOULD OPEN YOUR EYES 
on the unessential details.” eee 
itional 
ess. ., a In describing how a product : ; ; 
} EE eee es SE SROESERS TGs Ee Study for 30 seconds this frank scoreboard of _—_ advertisers like Ford, United Fruit, Westing- 
> 1951 description be “started at a logi : en 1 , 
forth, § point rand conried through to its hits and runs on advertising media. It should house, Chrysler, and General Baking who are 
rshutz conclusion, step by step, so the es a . ‘ : ‘ ‘ 
Louk Ml prospect's view will coincide with open your eyes to the surprising advantages of cashing in with this medium. Phone or write 
sivigg your own.” He warns against too Spot Movies (Film Commercials) in theatres. the nearest office of The Movie Advertising 
much detail, the injection of dis- e ; : 
ny the | tracting sales talk in a description Join the more than 70 prominent national Bureau for more facts today. 
rtising of how a product works, or the use 
ent of of general phrases that are not 
.. Dot pertinent. 
a, has As to how much a product will 
Ss year do, Mr. Irish points out that this 
question “concerns capacities, 
nan of speeds, load ratings, productive 
e club ability, coverage, range of flow, 
tising temperature, pressure, and fineness 


of adjustments. The answer should 
tell a prospect the maximum and 
minimum practical limits, and 
bring the product down to specific 
consideration to permit a pros- 
pect to measure the probable use- 
fulness of the new product and to 
compare it with his existing facil- 
ities.” 


® Information about what a prod- 
uct is made of should tell specif- 
ically about the materials and the 
components and its makeup in 
general and in particular. 
Concerning measurements, Mr. 
Irish emphasizes that “dimensions 
and weights are important consid- 


A. erations after the prospect has ac- 
epting cepted the idea of a new product 
Flagg, and desires to consider it for a 
nstein specific purpose. Don’t think,” he 
adds, “that your quotation of a 
standard or a specification by name 
rated alone will give the needed figures.” 
inch- On cost, Mr. Irish says that 
veago “more readers of Industrial Equip- 
sales ment News have requested in- 
ude- clusion of a cost figure in new 
then product descriptions and adver- 
ude- tisements than any other piece of 
information. It is essential before 
> the a plant man can make a requisition 
jeeve for purchasing.” 
ation Copies of the work sheets are 
— available on request to Industrial 
Equipment News, 461 Eighth Ave., 
etter New York 1. 
+. s * 
| rv Seton Changes Name ovie Advertising Bureau 
ot | accep ing REY, Da, fad ok <aneniseniaedlsiiee 
- on Ma ; 
sigh, Integration of the TV unit’ with CEE an ee ae ee Se _ — 
of other WFAA operations has been 
* in Progress since FCC approval of oe 
tro- Tom Potter by the Dallas yon NATIONAL OFFICES NEW YORK: 70 EAST 4st ST. ¢ CHICAGO: 333 NORTH MICHIGAN AVE. * NEW ORLEANS: 1032 CARONDELET ST. 
owner of WFAA. , KANSAS CITY: 2449 CHARLOTTE ST. © CLEVELAND: 526 SUPERIORN.E. © SAN FRANCISCO: 821 MARKET ST. 
... § Chernow Agency Moves 
iblie Chernow Co., New York agency, 
art- has moved its offices from 350 


Fifth Ave. to 10 E, 49th St. 
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Kranhold, Others 
Named to Key Posts 
by Brown & Bigelow 


Sr. Pau, Minn.—Brown & Big- 
elow has reorganized its executive 
staff with several major promo- 
tions. 

H. E. Kranhold, assistant to the 
president since 1939, has been ap- 
pointed vice-president in charge 
of sales planning and policy. G. F. 
Jacobs, formerly president and 
general manager of Quality.-Park 
Box Co., a Brown & Bigelow sub- 
sidiary, has succeeded him as as- 


sistant to the president. 

Another promotion in sales went 
to R. R. Bennett, formerly a dis- 
trict sales manager, who was elect- 
ed vice-president to head sales in 
the northeastern division. 

Formerly head of the research 
department, H. G. Huse has been 
appointed vice-president in charge 
of research, C. V. Welty, who has 
been in charge of factories for the 
past two years, has been appointed 
executive vice-president over man- 
ufacturing. 


Simmons Opens Own Service 


Willard R. Simmons has re- 
signed as head statistician of Al- 


816 PHILLIPS AVE., 


© for point-of-sale material or advertising mess- — 
ages. Easel or Wall hanger styles. Made of 
steel in any color Baked Enamel or Laquer. 
THE YARDER MANUFACTURING CO. 


TOLEDO 12, OHIO 


fred Politz Research Inc., New 
York, to open his own consulting 
service in statistical analysis, sam- 
pling, and market design. His of- 
fices are at 522 Fifth Ave., New 
York. Mr. Simmons will be coun- 
selor on the development of sam- 
pling techniques to such organiza- 
tions as the Psychological Corp., 
New York, other market research 
firms, and advertising agencies. 


N. Y. Editors Elect 

Cy Bernstein, executive editor, 
Home Furnishings Review, has 
been elected chairman of the New 
York Business Paper Editors. Other 
officers elected include: Vice- 
chairman, Harry Waddell, editor 
of Factory Management, and sec- 
retary-treasurer, Irwin  Robin- 
son, general manager of Travel 
News. 


NIAA Chapter Elects Bostrom 


C. W. Bostrom, advertising man- 
ager of Edwards Co., Norwalk, 
Conn., has been elected president 
of the western New England chap- 
ter of the National Industrial Ad- 
vertisers Association. 
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WASHINGTON—Department store 
sales throughout the United States 
during the week ended May 6 
were 10% below last year’s level. 

The retail sales index figure for 
the week was 301 (1935-39 equals 
100), as compared with 334 for the 
corresponding week in 1949. The 
index figure for the same week of 
1948 was 330 and in 1947 it was 310. 

Apparently, therefore, depart- 
ment store sales are in a slump. 
Actually, however, part of this de- 
cline from previous years is a 
direct result of the fact that Moth- 
er’s Day this year was a week later 
than in the four years, 1946 
through 1949. 

Sales always rise sharply as the 
holiday approaches and drop as 
sharply during the week following 
Mother’s Day. To obtain a more 
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Dealer net paid circulation — 19,764, 
wholesaler net paid circulation — 1,545, 
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Reservations are now 
being made for the 1951 issue of 
The Dealer Products File 


dustry — 636 pages 


* Biggest Issue ever published in this in- 


*%& Over 292 pages of valuable editorial 


reference information 


* Largest volume of advertising ever car- 
ried in one issue in this field—over 


340 pages 


* Largest circulation of any issue of any 


~ Boblication in field —nearly 30,000 


*% Largest number of advertisers in any 
single issue of a publication in this 
field — more than 400 


The Biggest, most vALUABLE BUYING AND SELLING TOOL EVER 


CREATED FOR LUMBER AND BUILDING PRODUCTS DEALERS 


AL/BPM’s Dealer Products File is the only com- 
prehensive products reference book published in the 
industry. It places on the desks of leading retailers 


valuable buying and selling data 


that is used regularly, day after day, throughout 


The Dealer Products File is an example of the 
editorial leadership which has made AL/BPM the 
preferred magazine in its field. 

AL/BPM reaches more top-rated dealers (owners 
and corporate executives), more general 
managers and department managers, 
more dealers’ salesmen — the men who 
exert powerful influence on buying de- 
cision at the point of sale—and more 


@ 139 N. CLARK STREET, CHICAGO 2 


total net paid circulation — 23,575 — the largest 
coverage in the history of this industry. Renewals 
of AL/BPM subscriptions — proof of dealer prefer- 
ence —are the highest in the field — 81.04%. Mail 
subscriptions direct to publisher for the six months’ 
period ending Dec. 31, 1949 are highest in the 


industry — 3266. 


In 1949, sales-wise advertisers placed more pages 
of paid display advertising in AL/BPM than in any 
other national magazine serving the building in- 


this magazine. 


ucts field. 


dustry — proof of the selling power of 


In 1950, you can do a more effective 
selling job by placing your advertising 
in AL/BPM— The Industry's Salesman 
— mightiest sales force, man or maga- 
zine, in the lumber and building prod- 


American Lumberman and Building Products Merchandiser 


PUBLISHED EVERY OTHER SATURDAY @ 
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DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


Ff] Week to May 6, 
Week to May 7, 
Week to May 8, ’48*....330 
Week to May 10, ’47*....310 

4 Week to Apr. 29, ’50*..283 
Week to Apr. 30, ’49*..286 


Bs PPreliminary. 
Ey “Not adjusted seasonally. 


’50*..p301 
*49*....334 


accurate comparison of the strength 
of this year’s retail sales, theres 
fore, the figures for the week 
ended May 13 (which will be listed 
here next week) should be placed 
alongside the index figures for the 
week of May 7, 1949, and corre- 
sponding weeks from 1946 through 
1948. 

On the current, tabulation, the 
Atlanta district was the only one 
of 12 Federal Reserve districts to 
register a gain over 1949. 

The Dallas and San Francisco 
districts also showed greater rela- 
tive strength than other areas o! 
the country. 

%o Come 5 ‘” 
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Federal Reserve 
District and City 
UNITED STATES 
Boston District 
New Haven 
Boston 
Springfield 
rroviaence 
New York Distr.ct .. 
Newark 


“« 
Few. 


—W 
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Rochester .. 
Syracuse 


Akron 
Cincinnati 
Cleveland 
Columbus 
Toledo ..... 


Richmond District 
Washington 
Baltimore 

Atlanta District 
Birmingham 
Miami 


ewe Fs TE ae ee Be ee ae ~ 
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Nashville 
Chicago District 
Chicago 
Indianapolis 
Detroit 
Milwaukee 
St. Louis District .. 


Little Rock 2.0... 7 — 
Louisville .... o — 
St. Louis ...... —3 —5 
Memphis ....... 2—i4 
Minneapolis District —4 —18 
Minneapolis _................ —3 -# 
{SS 0 —2i 
Duluth-Superior _........ —22 
Kansas City District —1 — 
Denver 0 - 
Wichita ......... —5 —I9 
Kansas City . —1 -4 
St. Joseph ... —10 2 
—— Cc 6 —2 
aieitmniantae 1 -4 

Dallas saan re 5 #8 
peenthpendionte 5 —4 

Fort. Worth” 7 -6 
Houston ........... —5 —l 
San Antonio . i“ 13 1 
San Francisco District .. —3 1-6 
Los Angeles Area ...... —3 —1 -# 
Ce are --3 4 — 
San Francisco —1 5 —-4 
Portland _.... —6 2 6 
Salt Lake C 2-4-2 
| eae 2 3 —l 


eCorrected. 


Jones and Winship 
Form Partnership 


Anew concern offering spe 
cialized service in merchandising, 
marketing and sales has _ been 
formed by Robert Haydon 
Jones and Richard S. Winship. 
The partnership, known as Ro- 
bert Haydon Jones Associates, has 
offices at 117 E. 17th St., New 
York, and Riverside Ave., West 
port, Conn. 

Mr. Jones was formerly vice-) 
president of Alley & Richards and 
Mr. Winship was at one time with 
Schenley Distillers. 


To Needham, Louis & Brorby 


Needham, Louis & Brorby, Chi- 
cago, has been appointed to han- 
dle the advertising of Cummins 
Engine Co., Columbus, Ind., maker 
of diese] engines. Business papers 


will be used. 
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NEW SUBSCRIPTION ORDER FORM 


Please enter my Advertising Age subscription for 


[) 1 Yr. at $3 ( 52 issues) (_} Payment enclosed 
() 2 Yrs. at $5 (104 issues) C) Bill me 
(] 3 Yrs. at $6 (156 issues) () Bill my firm 
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Advertising Age 
other pubticalion ” 


Says 

DON SMITH, 
Advertising Manager 
Wilson & Co., Inc. 


“I read practically every word in Advertising Age, and have for 
many years. Contrary to the opinions of both Cyrus H. K. Curtis and 
Sid Bernstein that no one in his right mind would read every article 
in a magazine, I come very close to it when I stretch out, at home, with 
Advertising Age. I enjoy and benefit more from reading it than any 


other publication.” 


DON SMITH 


“Mine has been a long and checkered career,” 
says Mr. Smith. “I grew up in the country 
newspaper business, then served as advertising 


manager for a big food company, and, after 


leaving that connection tarried for five years with Liberty magazine in the sales department. Since 


joining Wilson & Co., I have come up through the branch house sales department, and believe 


. 


I have some knowledge of meat packer sales problems. For the past ten years I have been active 


in the American Meat Institute’s Advertising and Educational Program, serving as chairman of 


the sub-committee for six years, and for the past four years as chairman of the National Planning 


Committee.” 


portant people! — 
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Sealright and 600 
Clients to Promote 


3 Summer Contests 


New YorkK—Sealright Co., man- 
ufacturer of milk bottle closures 
and ice cream containers, will have 
the support of more than 600 dair- 
ies and ice cream companies for 
this year’s milk and ice cream pro- 
motion. Sealright opened “1950 
Use-More-Milk-and-Ice Cream” 
contests May 19, with grand awards 
scheduled to conclude the cam- 
paign in late October. 

Spreading news of the contests 
will be full pages in Collier’s and 
The Saturday Evening Post. Sup- 
porting companies will use local 
newspapers and radio. 

The competition is being ar- 
ranged in a series of three consec- 
utive competitions backing both 
milk and ice cream. Contestants 
will participate by identifying a 
film star’s eyes, by commenting on 
the importance of sanitary pro- 
tection of milk, and by submitting 


Many a Sale Walks 
Away... because 
SOMEONE doesn’t Know! 


Mrs. Kelly wants to buy. Mrs. 
Kelly likes to know what she will 
get for her money. Mrs. Kelly will 
ask questions: — and expect fact- 
ful answers. What happens at this 
critical point in the sale is def- 
initely YOUR business! 


FACTS —at the point of sale 
- SELL MERCHANDISE 


Given half-a-chance, the average 
sales person will do a good sell- 
ing job for you. But your help is 


the best ways of serving ice cream. 
Entry blanks will be available at 
the 50,000 retail stores of partici- 
pating dairies and ice cream manu- 
facturers. 

R. L. Polk & Co., Chicago, is con- 
ducting contest details. Meldrum & 
Fewsmith, Cleveland, is the agency 
for Sealright. 


Kendall to Sponsor TV Show 
Kendall Foods, Los Angeles, 

manufacturer of Walter Kendall 

dog foods, has signed to sponsor 


half of the 90-minute “Cowboys 
and Injuns,” telecast Tuesday 
nights on KECA-TV, Los Angeles. 
The show stars Rex Bell in person, 
and in full-length western pic- 
tures. Dan B, Miner Co., Los An- 
geles, is the agency. 


Rejoins Jahn & Ollier 


James H. Hines, formerly pro- 
duction manager of Ewell & Thur- 
ber Associates, Chicago office, has 
rejoined the Jahn & Ollier En- 
graving Co., Chicago, in the sales 
department. 


Glass Fibers Names Blaco 


Glass Fibers Inc., Waterville, O., 
has retained Blaco Advertising 
Agency, Toledo, to direct its ad- 
vertising. Trade publications are 
being used to promote the com- 
pany’s Vitron Glass Fiber prod- 
ucts to the electrical, plastic and 
pipeline industries. 


Schwendiman Joins KSL 

Fred A. Schwendiman has 
joined the sales staff of Stations 
KSL and KSL-TYV, Salt Lake City. 
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Bryan Davis Names Osten 2 te 
Stuart J. Osten, Chicago, has H 
been named as midwestern adver. 
tising representative of Bryan Da- pe 
vis Publishing Co., publisher of ye 
Television Engineering and Sery. | ADé 
ice. app 
plia 
WTV] Names John Allen doo! 
John S. Allen is the new busi- vise 
ness manager of Station WTVJ, also 
Miami, Fla. He formerly was sales Smi 
and business manager of WMIE, heir 
Miami. a 


needed. Visualize your sales in 
clear pictures and plain language. 
Assemble it in Heinn Loose-Leaf 
Easel Covers. 

Then when Mrs. Kelly asks 
questions, the answers are readily 
available — accurate, understand- 
able, authoritative answers because 
YOU have supplied them. 


Heinn Loose-Leaf Covers offer 
the greatest advantages in the 
preparation of point of sale ma- 
terial. There is no limit to what 
can be done by your sales promo- 
tion department in the development 
of attractive, profit-building visual 
selling aids. 

Let us show you how Heinn 
Loose-Leaf Easel Covers can help 
you get more sales-power at the 
point of sale. Write to The Heinn 
Company, 326 West Florida Street, 
Milwaukee 4, Wisconsin. 
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Another big Month ing 


MAY FARM INCOME: 


15(222,0002 
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2 to Hixson & Jorgensen 


Hixson & Jorgensen, Los Angeles, 
has been retained to handle the 
advertising of Kierulff & Co., Los 
Angeles, distributor of Motorola 
radios and television sets, Gibson 
appliances and Betty Crocker ap- 
pliances, using newspaper, out- 
door, car card, radio and tele- 
vision advertising. The agency 
also has been named by Winckler- 
Smith Citrus Products Co., Ana- 
heim, Cal., to direct the adver- 
tising for Anagold orangeade, lem- 
onade and Citrus punch. News- 


papers, radio, television, demon- 
strators and point of purchase will 
be used. 


Howe Appointed A. M. 


Vas L. Howe has been appeintes 
advertising manager of Niles- 
Bement-Pond Co., West Hartford, 
Conn., including Pratt & Whitney 
division, Potter & Johnston, Paw- 
tucket subsidiary, and Chandler- 
Evans division. Fred J. Dunne has 
been named to the newly created 
position of assistant advertising 
manager. 


Esso Opens FIlit 
Campaign; Four 
Media Scheduled 


New YorK—Esso Standard Oil 
Co. has opened a campaign for Flit 
insecticide products packaged in 
new red-white-and-blue contain- 
ers, its advertising beginning in 
the South and scheduled to ex- 
pand northward in the next few 
weeks. The drive will continue 


through the middle of August. 

Flit spray will be sold in two 
solutions, one compound made with 
lindane and the other with 5% 
DDT. Lindane is a recently de- 
veloped killing agent that is said 
to be more powerful and effective 
than those previously used. 

The insecticide will also be sup- 
plied with Aerosol bombs contain- 
ing pyrethrum. 


s Esso will spread Flit promotion 
in 18 eastern and southern market- 


Michigan farmers are in the habit of getting 
big checks—every month. Their income is high 
and steady all through the year! 


Why? Variety is your answer. All kinds of 
crops with many kinds paying off every month. 
Their farm production is not limited to just 
one or two big crops. It ranges all the way 
from apples to wheat, beans to sugar beets, 


asteady MICHIGAN 


Steady Buying Power 


Here’s proof of Michigan farmers’ steady income. This 
12-month chart of farm income shows their year-round 
buying ability. Matching this through-the-year steadi- 
ness is a steadiness through the last 100 years which is 
equalled by few other farm states. Two of these are 
Ohio and Pennsylvania, served by THE OHIO FARMER 
and PENNSYLVANIA FARMER. For further informa. 
tion, write W1013 Rockwell Ave., Cleveland 14, Ohio. 


9.8% 


9.9% 10.1% 10.5% 10.6% 


dairy products to peaches, beef cattle to wool. 


Steady income all year (see chart below) 
means Michigan farmers can buy allyear. That’s 
why it’s one of America’s choice farm markets. 
And it’s one you can effectively reach, and sell 
in one farm paper—MICHIGAN FARMER. 
It reaches 4 out of 5 farm folks in Michigan 
every issue—24 times a year. 
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ing states with copy for 200 news- 
papers and spots over approxi- 
mately 45 stations. Television will 
be used in New York. Life will 
carry Flit ads during the campaign, 
but no other consumer magazines 
are scheduled. 

Marketing of the fly killer in 
areas outside of Esso’s sales terri- 
tory will be accomplished through 
independent distributors. 

McCann-Erickson, New York, 
handles the account. 


Litton Appoints Cole 


L. C. Cole Co., San Francisco, 
has been appointed to direct the 
advertising of Litton Industries, 
San Carlos, Cal., manufacturer of 
electronic equipment. The agency 
has resigned the account of Eitel- 
McCullough Inc., San Bruno, Cal., 
manufacturer of electron vacuum 
tubes. 


WIRK Appoints Keller 


Robert S. Keller Inc., New York, 
has been named sales promotion 
representative for WIRK, West 
Palm Beach, Fla. 


the men who 


buy and build | 


American Builder alone 
covers all 3 buying factors 
you must influence to sell the 
Light Construction Industry. 


For the complete sales effort in 
Light Construction, American 
Builder provides a blanket cov- 
erage of every worth-while Op- 
erative Builder, Contractor 
Builder, Trade Contractor, Retail 
Lumber Dealer and Building 
Supply Jobber in every trading 
center and every trading area. 
American Builder advertising 
plus American Builder Mailing 
Service does the job alone. 


For substantiating data 
and pertinent information see 
American Builder's 4-page 
Tell-All Unit, Section 19 of 
the current issue of 
Standard Rate and Data. 


AMERICAN BUILDER 
CIRCULATION 
The largest and most comprehen- 


sive in the field of residential, com- 
mercial and farm building. 


Contractors and Builders, 

all classes 51,230 

Architects and Engineers 1,977 

Lumber and Material 

Dealers, Jobbers 13,382 

Real Estate-Finance, 

Insurance 2,746 

Commercial and Industrial 

Organizations 2,374 

All Others 8,937 
TOTAL 80,646 


Note: American Builder circulation 97.4% in 
United States; 2.2%in Canada;0.4% Foreign. 


AMERICAN ~- 
BUILDER 


© 30 Church Street, New York 7.NY  (y 


© 79 West Monroe Street. Chicago 3. ee act 
A SIMMONS-BOARDMAN PUBLICATION ‘“— 
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Reed Sees Nothing Ahead But Prosperity 


Boston—Business “measured by 
any standard” is unusually good 
and should continue so for a long 
time to come, Dr. Vergil Reed, as- 
sociate director of research for J. 
Walter Thompson Co., said last 
week in an address here before 
the fourth annual New England 
Marketing Conference. 

“The American people,” de- 
clared Dr. Reed, “are faced with 
the enviable problem of learning 
to live 25% better by 1960.” 

Personal incomes for 1949, he 
pointed out, were only 2% under 
those of 1948, and disposable in- 
come, now two and a half times 
that of 1940, should rise slightly 


during the coming months. 

Urging business leaders to give 
more than just lip service to com- 
petitive free enterprise, Dr. Reed 
warned that “during the ’50s the 
decision will be made irretrievably 
as to whether business or govern- 
ment can offer more to the public 
in the way of real economic se- 
curity.” 


Two Join ‘Good House’ 
Raymond J. Ruffio, formerly 
with Hearst Advertising Service, 
and Robert E. Moffatt, formerly 
with Amos Parrish & Co., and 
Colgate-Palmolive-Peet, have join- 
ed the merchandising division of 
Good Housekeeping, New York. 


8x10 genuine glossy photos 


in quantities 


€ in 500 ond 750 quontities 
(1000 and over .0é6c) 


5 / 


Shorp, clear, crisp! 


Prompt Delivery! 


= 


@ 092220282 22208220)74 


PHOTO- 


Ph: WH itehall 4-2930 
53-59 E. Illinois St. 
Chicago 11, Illinois 


SE MATIC CO. | 


!| Francisco, paint, 


Kodak Promotes Hyndman 


Donald E. Hyndman has been 
appointed manager of the motion 
picture film department of East- 
man Kodak Co., Rochester. He 
succeeds Kenneth M. Cunningham, 
who has resigned the post because 
of ill health. Mr. Cunningham, 
however, will continue as assist- 
ant to Edward P. Curtis, vice-pres- 
ident in charge of motion picture 
sales and European sales, adver- 
tising and distribution. Mr. Hynd- 
man was formerly manager of the 
East Coast division of the motion 
picture film department. 


Wyckote Gets Four New 
Accounts; Names Hamill 


Wyckofe Advertising Agency, 
San Francisco, has been retained 
to handle the advertising of Thrift 
Federal Savings & Loan Associa- 
tion, Oakland; Engdahl’s, San 
wallpaper and 
unfinished furniture; Rose Exter- 
minator Co., Los Angeles, (direct 
mail campaign), and Lindberg’s 
Automotive Service, Menlo Park, 
Cal. 

Lloyd Hamill has joined the 
agency to do copy and production 
work. 
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NEW SLATE—New officers and board of governors of the Pacific Northwest 
Newspaper Advertising Executives Association elected at the 1950 spring con- 
ference at Gearhart, Ore., are (from left) Morrie L. Sharp, retail advertising 
manager, Portland Journal, vice-president; Russell Young, advertising manager, 
Seattle Times; Loren S. Rieman, advertising director, Yakima Republic and Herald; 
M. L. Applegate, Seattle, manager of Hearst Advertising Service, secretary-treasurer; 
Robert Watson, the Province, Vancouver, B. C.; and R. E. Bell, advertising manager, 
Wenatchee World, president. 


Carlin, Schotield to WPAT 
WPAT, Paterson, N. J., has re- 
tained Phillips J. Carlin, former 
vice-president of Mutual Broad- 
casting System, as program con- 
sultant, and Arthur C. Schofield, 
previously advertising director of 
DuMont Television Network, as 
publicity and promotion director. 


News, Advertising, Reuwership 
Devoted to Building a 
Better Civilization 


The CHRISTIAN 
_ SCIENCE 


M 


ONITOR 


DEPTH 


their favorite daily newspaper. 


PENETRATION 
finds solid buying power 


There is one best way to drive home a sales message 
= to the readers of THE CHRISTIAN SCIENCE MONITOR. 
That is, to tell them your story in the columns of 


Retailers tell us they know through experience 
that MONITOR readers make a regular practice of ask- 
ing for MONITOR-advertised merchandise by brand 
name. Also, these men and women enjoy better than 
average ‘“‘spendable income’ — spendable for worth- 
while products and services. This is a highly respon- 
sive, solid market with a buying power well worth 
cultivating, as a total of 26,347 advertisers (2,747 
national and 23,600 retail) proved in 1949. 


Your business will profit from the stimulus of a 
program of advertising in the MONITOR. Without obligation on your part, we 
will gladly draw up a detailed proposal of MONITOR advertising custom-made to 
the requirements of your product or service. —THE CHRISTIAN SCIENCE MONITOR, 
One, Norway Street, Boston 15, Massachusetts. : 


SPEAKING OF DEPTH OF PENETRATION, HERE IS WHAT ONE 
ADVERTISER SAYS: “We are pleased to tell you that we are very 


well satisfied with the results of our advertising in The Christian 
Science Monitor. We use a wide assortment of weekly and monthly 


has produced more orders at a 


publication,” 


Newspaper 


Listen every Tuesday night to 
“THE CHRISTIAN SCIENCE MONITOR VIEWS THE NEWS” 
with Erwin D, Canham, Editor, over the ABC network 


publications and the Monitor has F coated to be pe Feary and 
er cost per order than any other 


Branch Offices 


NEW YORK: 588 Fifth Avenue 
CHICAGO: 333 N. paeenane Avenue 
DETROIT: 3-101 Genera 
KANSAS CITY: 1002 Walnut Street 
SAN FRANCISCO: 625 Market Street 
LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 
PARIS: 56 Faubourg Saint Honore 
LONDON, W 
163/4 Strand 
GENEVA: 28 Rue du Cendrier 


Motors Building 


-C. 2: Connaught House, 


Record Drive Set 
by Insurance Co. 
of North America 


PHILADELPHIA—The _ Insurance 
Company of North America will 
launch one of its largest adver- 
tising campaigns in June in an 
effort to promote its insurance 
agents and the services they offer. 

This new campaign will begin 
with a page in The Saturday Eve- 
ning Post, June 17, and in Life, 
June 26. 

This will be followed with fre- 
quent b&w full pages in the same 
two magazines during the rest of 
the year, and also in American 
Home, Better Homes & Gardens, 
Collier’s, Look and National Geo- 
graphic Magazine. 


s Additional ads explaining com- 
pany policies and principles to 
agents and brokers will run in in- 
surance publications. 

This campaign will fill a need 
disclosed by a recent nationwide 
survey indicating that most people 
do not fully realize the many val- 
uable services an agent provides. 

N. W. Ayer & Son is the agency. 


Disston to Distribute Film 


Henry Disston & Sons, Philadel- 
phia, saw manufacturer, will dis- 
tribute a new 20-minute color film, 
“The Woodcutter’s Dream,” to its 
600 distributors and dealers 
throughout the country. Following 
the showing to distributors, the 
film will be put on the road with 
mobile units which will visit coun- 
ty fairs during the summer. The 
film depicts the dream of a lazy 
woodcutter Rip visiting places 
where mechanical Disston saws 
are being used. Later in the sum- 
mer the film will be pushed 
through trade publication adver- 
tising. The agency is Gray & Rog- 
ers, Philadelphia. 


Aldens Appoints 
Finkenbinder V. P. 


O. D. Finkenbinder has been 
elected vice-president of the re- 
tail division of Aldens, Chicago. 
Mr. Finkenbinder has been with 
Aldens for about one year as gen- 
eral retail manager. To offset 
probable decline in farm income, 
Aldens announced that it will in- 
crease circulation of catalogs, open 
more telephone order offices, in- 
troduce new merchandising lines 
and add new retail stores. 


Revises Liquor Rules 


In an effort to halt illicit liquor 
traffic in Tennessee, Clarence 
Evans, state commissioner of fin- 
ance and taxation, has issued a 
revised set of liquor rules. In- 
cluded is an amendment to the 
advertisement regulation prohibit- 
ing retail and wholesale liquor 
dealers from engaging in newspa- 
per advertising. 


Richfield Returns to NBC 


“Richfield Reporter,” sponsored 
by Richfield Oil Corp., Los Angel- 
es, through Hixson-Jorgensen, will 
return to NBC June 25. Originally 
an NBC feature, the newscast for 
the past year or so has been car- 
ried on ABC. Seventeen NBC Pa- 
cific network and Arizona stations 
will be used. 
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Just Published... 


The first practical, 
comprehensive guidebook 
for people who prepare 
or produce newspaper 
color advertising .. . 


7 page. 


and variety of R.O.P. color. 


EXTRA! Two Full-Sized Sections of R.O.P. 
Color on Newsprint Included With Book 


8-page section with R.O.P. color on every 


16-page section with 8 pages showing range 


Here are detailed ‘why and how” answers on the planning and 
production of run-of-paper color in newspapers. Diagrams, charts, 
illustrations and production data fill the 190 pages with helpful 
information for arvertisers, agencies, newspapers and suppliers. 


All the facts and ideas presented in this practical manual have come 
out of the years of actual experience and research of the people 
who create and produce the record volume of R.O.P. color appear- 
ing in The Milwaukee Journal. They answer scores of questions, 
tell specifically of the methods and techniques that have consist- 
ently proved most effective in R.O.P. color production. .. . If you 
have anything to do with newspaper advertising, order a copy of 
this practical reference guide! 


THE MILWAUKEE JOURNAL 
333 W. State St., Milwaukee 1, Wis. 


in The Milwaukee Journal,” at $2.50 per copy. 
0 Check enclosed 0 Please bill me 


Name 


Please send me........ copies of the book, “Production of R.O.P. Color 


Add 


_ City Zone____. State 


Position : . Company 
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Sen. Benton Warns Business Men 
to Watch Their Trade Associations 


WASHINGTON—“It is an unhappy 
fact,” said Sen. William Benton 
(D., Conn.) in Senate debate a 
week ago, “that American busi- 
ness men today to too great an ex- 
tent are abdicating their responsi- 
bility, and often their thinking 
about big key problems, to trade 
association executives whom they 
would not hire in their own com- 
panies. 

“They are allowing these trade 
associations to make statements 
in their behalf which they would 
never permit the treasurer of their 
company or the vice-president of 
their company to make even on be- 
half of their own individual busi- 
nesses.” 

Ex-adman Benton, now a fresh- 
man senator, was witnessing the 
defeat of the first two of 21 Pres- 
idential reorganization plans sub- 
mitted this session. Mindful of 
the fact that at least a dozen more 
plans are under fire, he was on his 
feet. 


ws “When I was appointed to the 
committee on expenditures in the 
executive department, I looked 
forward to the opportunity to vote 
for various reorganization plans. 
I thought there was a determina- 
tion in Congress to eliminate at 
least some of the inefficiency of 
the executive branch,” said Sena- 
tor Benton. “I have now discov- 
ered that this broad support seems 
to be limited to general principles 
only. 

“Those of us who serve on the 
committee are seeing a veritable 
parade of pious witnesses adopt- 
ing the line, ‘We are all in favor 
of reorr nization, yes. Go on out 
and reorg: ize everybody—every- 
body except me.’” 

His ire was directed particularly 
at “great business and trade as- 
sociations” spearheading the fight 
against individual reorganization 
plans. 


# His plea: Business men should 
get men into trade organizations 
who think more as statesmen and 


ne ate 


Gillette Safety Razor Company 
Standardizes on the New Brighter WHITE 


FALPACO 


COATED BLANKS 
for Effective Merchandise Display Cards 


Falpaco Coated Blanks assure 
greater contrast in color and better 
reproduction, which result in more 
effective displays. The above dis- _ 
play card was printed by Nevins- 
Church Press, Bloomfield, N. J., by 
letterpress in four colors on 10 ply 
Falpaco Blanks, single coated one 
side. Specify Falpaco for your next 
display. 
Distributed by 


Authorized Paper Merchants 
from Coast to Coast 


PAPER COMPANY 
NEW YORK OFFICE » 500 FIFTH AVENUE 
NEW YORK 18, N. Y. 
MILLS—FITCHBURG, MASS, 


who will give foresight and judg- 
ment to the business community, 

No group stands to gain more 
from government reorganization 
than the 15,000 members of the 
National Association of Manufac- 
turers, Senator Benton said, be- 


cause “they pay a very high per- 
centage of the very high cost of 
government.” 

Yet he found George E. Folk, 
adviser to the NAM’s committee 
on patents and research, working 
for the defeat of Reorganization 
Plan No. 5, “affecting the Depart- 
ment of Commerce with its 46,000 
employes and its budget of more 
than $600,000,000.” 

According to Mr. Folk, it would 
be dangerous to give the Secretary 
of Commerce administrative con- 


trol over the Patent Office. Under 
questioning, he said he was “au- 
thorized” to appear, but he indi- 
cated his statement had not been 
submitted either to the full NAM 
membership or to the 100-man 
committee on patents and research. 


ws Was the NAM aware of the 
arguments in behalf of the plan? 
he was asked. “I did not see the 
arguments in favor of the plan,” 
Mr. Folk admitted, “and I dare 
say the members of the association 
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did not have any more information 
than I did.” 

“Who is it that is responsible 
for this attitude on the part of 
NAM?” Senator Benton asked. 
“Was it a subcommittee? Was it 
three or four men in New York 
who operate in the name of the 
committee? Was it two or three 
members of the staff? 

“Here,” he declared, “is pre. 
sented a picture of a great and 
powerful trade association at work, 
and seemingly, largely in the hands 
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of this staff representative.” 

Later he told how the American 
Bankers Association, fighting Re- 
organization Plan No. 1, argued 
the plan had only two purposes— 
to give the Secretary of the Treas- 
ury another assistant, and to allow 
him to exercise administrative con- 
trol over the Comptroller of the 
Currency. 

“That’s all the bankers heard 
about the plan,” Senator Benton 
said, “yet there were nine large 


troller of the Currency employs 
only 1.3% of the people involved.” 


@ Once he apologized for taking 
so much time. “My remarks aren’t 
being addressed to the bankers, 
because the plan under discussion 
is over the dam. My talk is not 
addressed to the press because I 
have found there is no sex appeal, 
no glamor, to government reor- 
ganization. My remarks surely are 
not being addressed to some sen- 


“But I hope they may have some 
effect subsequently so far as the 
business community is concerned. 

“I think it is imperative for the 
country, particularly for the busi- 
ness groups, to understand better 
a problem of this kind, if they 
want to be more effective and more 
constructive in their work with 
the federal government and no- 
tably, with members of Congress.” 


ws At one point, Senator Benton 


trade associations, have belonged|do not know. But it is agreed that 


to some of them and know their 
weaknesses.” 

He told how the Commerce De- 
partment’s business advisory com- 
mittee, on which he served, adopted 
a resolution opposing the Federal 
Banking Act of 1935. 

“The report was written by a 
man who worked for a man who 
was chairman of a subcommittee 
of the council. 

“Whether the chairman of the 


bureaus affected, and the Comp- 


ator or to Ex-President Hoover. |testified: “I have observed these|subcommittee read the report I 


O, this has nothing to do with 
Washington .. . or politics . . 
It has everything to do with the seri- 
ous and important business of selling 
more goods through advertising. 
The man from Missouri we're 


‘talking about is that proverbial character... the 


personification of skepticism...who lives by the 
maxim “Show Me!” 

Many direct descendants of this man sit behind the 
most important executive desks in American business 
today. Missouri-minded management men who take 
nothing for granted. Men whe aren’t ruled by habit. 
Or custom, Or tradition. Men who don’t slavishly 
ape their competitors in anything. Men who strike out 
fresh because their thinking is fresh. Their thinking — 
and the facts behind their thinking! 


Fresh Facts for the Missouri-minded 


‘Times change. Money and buying power shift. The 
population jumps nearly 50% in 30 years. Many a 
good advertising buy of yesteryear doesn’t stack up 
so well today. Yet so powerful is the force of habit 
that they continue to appear in many a media plan. 
And in many cases that might well be unfresh, non- 
Missouri thinking! 

Geared to today —its population...spending power 
... reading and shopping habits — is mighty Metro. 
It sells where you sell. Where 2/3 of all the goods 
in America are bought! Metro magazines give you 
the biggest magazine audience in the world! Big- 
ger than any other magazine or Sunday magazine 


Sales Offices for Metro Magazines and Metro Comics... 
NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 


ever printed! Bigger than any regular network radio 
show, no matter how super its Hooper! Just look at 
the following figures! Metro delivers an audience of 
15 million families! 38 million readers' And —at a 
cost company treasurers will applaud! Metro is fitted 
to the ’Fifties! 


The Metro-Masses Consume 
Fantastic Amounts of Everything! 


This figure will give you an idea of the mighty buying 
power of the Metro-masses. They have approximately 
68 billion dollars a year (that’s billion, Mr. Missouri! ) 
to spend for the goods America makes. 

And .Metro to them is a great “Supermarket-in- 
Print”. Offer them something they like in this me- 
dium they like — do that and keep on doing it, and... 
revise your production estimates! Upward! 

Let a Metro-man tell you the full, factual and 
exciting story of money-making Metro. 


Metro’s Audience — bigger than any 
magazine, Sunday magazine or 
top radio program 
LATEST NET PAID CIRCULATION 


UNE 649.689 to ERA nea haeeses Ved aeatys vhs 15,406,708 
bE ee Orr Creer 9,562,485 
MRE WED cccisedevesusnssveces 9,495,541 


AVERAGE OF 10 TOP NETWORK RADIO 
PROGRAMS (Estimated No. Homes Reached) 8,500,000 


2 SES eS rer reer 5,305,394 
LADIES’ HOME JOURNAL ............... 4,429,260 
SATURDAY EVENING POST .............. 4,010,219 
WOMAN’S HOME COMPANION .......... 4,000,156 
EE SRS OE I CEES 3,937,386 
SIT CSS oh pew ae ge ubevaccccresviexis 3,140,371 


Individually edited by 
these leading Sunday newspapers 


ATLANTA Journal NEW ORLEANS 
BALTIMORE Sun 

BOSTON Globe and/or Herald 
BUFFALO Courier-Express 
CHICAGO Tribune 
CINCINNATI Enquirer 
CLEVELAND Plain Dealer 
DES MOINES Register 


INDIANAPOLIS Star 
LOS ANGELES Times 
MILWAUKEE Journal 
MINNEAPOLIS Tribune 


Times-Picayune & States 
NEW YORK News 
PHILADELPHIA Inquirer 
PITTSBURGH Press 
PROVIDENCE Journa/ 
ST. LOUIS Globe-Democrat 

and/or Post-Dispatch 
DETROIT News and/or Free Press ST. PAUL Pioneer Press 
SEATTLE Times 
SPRINGFIELD Republican 
SYRACUSE Post-Standard 
WASHINGTON Star 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 


Ba hy 


the members of the subcommittee 
did not read the report and sim- 
ilarly the business advisory coun- 
cil adopted the report and did not 
read it.” 

This report went to the Secre- 
tary of Commerce and the Presi- 
dent. “Here was a report, allegedly 
speaking for the business advisory 
council, which was unread, and 
which had been written by a staff 
man away down the line, working 
for the chairman of a subcom- 
mittee.” 


Two Join Somerville 


Somerville Ltd., Toronto, manu- 
facturer and designer of plastic 
displays and boxes, has appointed 
Leo J. Bradley as sales manager 
of the display division. Alan Wil- 
son, artist, also has joined the staff 
to assist in the creation of dis- 
plays. 


Scanlan Joins O’Brien 


Jack Scanlan, formerly with the 
Montreal office of Erwin, Wasey 
of Canada, has joined O’Brien Ad- 
vertising, Vancouver. 


THE SOUTH’S — 


HOME MAGAZINE | 
ee eee 


EDITED FOR THE SOUTH 
AND ONLY THE SOUTH... 


TAKING YOUR 
ADVERTISING MESSAGE TO) 


900,000 


above-average 
Southern homes 


Yolen — the 


South's best-loved maga- 
zine, now the South's 
best-looking magazine 
with a new plate size of 
7” x 10-3/16” — new for- 
mat — new type faces — 
new, top-quality paper 
stock — new, far better 
color reproduction — 
new editorial zest! 


USE Yolland 1 TO 
SELL THE SOUTH... 
BECAUSE THE SOUTH 
IS SOLD ON... 
HOLLAND'S! 
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Ross Predicts TV 
Personnel Demands 
for Increased Fees 


New YorkK—By fall, network TV 
performers, writers, directors, etc., 
who are getting from 5% to 15% 
more than they did a year ago, will 
probably expect higher fees, Wal- 
lace A. Ross, publisher of Ross 
Reports on Television Program- 
ming, predicts. 

Talent demands for next season 
will depend to a large extent, he 
suggests, on the outcome of the 
jurisdictional battle between Hol- 
lywood screen unions and eastern 
radio and theater unions to rep- 
resent video performers. 

The eastern group—Television 
Authority—proposes as a starting 
point for discussion of acting 
scales: $115 minimum per hour 
show; $85 per half-hour, and $70 
per quarter hour, all plus rehear- 
sal fee, it was said. 


s Current fees for dramatic shows, 
dependent on name, size of cast 
and sponsorship, were put within 
the following range: 


Commercial hour drama: star, $500 to 
$1,500; supporting, $100 to $275; bits, $70 
to 


Sustaining hour drama: star, $250 to 
$500; supporting, $75 to $250; bits, $60 
to $85 


Commercial half-hour drama: star, $300 
” oy supporting, $75 to $225, bits, $60 

Sustaining half-hour drama: lead, $225 
to $400; supporting, $65 to $175; bits, $50 
to $75. 

Variety acts are paid from $50 
to $2,000 (occasionally $3,000) for 
guest shots, according to the re- 
port. Television Authority and 
Screen Actors Guild are asking 
for $200 a single performer; $300, 
doubles; $400, trios; and $500, quar- 
tets, performers to furnish their 
own material. 


s Payment for other creative ar- 
tists as listed by Ross: 

Writers get from $300 to $500 
for one-hour adaptations and $300 
to $700 for original hour dramatic 
scripts, and from $200 to $500 for 
30-minute adaptations and origi- 
nals. 

Major networks pay staff direc- 
tors $145 per week, exclusive of 
commercial fees. These are nego- 
tiated directly between the pack- 
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ager or producer and the director, 
and are usually from $150 to $300. 

Minimum for set designers is 
$175, but they average $250 a 
week. 

Musicians get 90% of the AM 
rates for network shows and 80% 
for a local program. Staff ar- 
rangers average $250 a week, but 
most work on a free-lance basis. 


Elliott, Daly & Schnitzer 
Dissolved; 2 Agencies Formed 


Dissolution of the San Francisco 
agency of Elliott, Daly & Schnitzer, 


256 Sutter St., and formation of | 
Elliott, Daly & Sherman and of 


been announced. Both will main- 
tain offices at 256 Sutter St. 

Robert Sherman, former partner 
in Sherman & Shore, San Fran- 
cisco, is joining John C. W. Daly 
and Wallace F. Elliott. Their agen- 
cy also has an office in Oakland. 
Among the new accounts recently 
acquired by the agency are Auten’s 
Food Products, Palo Alto; Plastic 
Rope Co., Redwood City; The Lo- 
cators, El Cerrito, Marin and No- 
vato subdividers. 


Appoints Benjamin Becker 


Benjamin Becker has joined 
United Artist Material Co., New 
York, artist, drafting and display 


Bernard B. Schnitzer Inc. have! products. 


Agency Golf Outing June 2 


The fifth annual agency golf 
outing of the New York Dotted 
Line Club, space salesmen’s group 
sponsored by the Associated Busi- 
ness Publications, will be held 
June 2 at the Wee Burn Country 
Club, Darien, Conn. John Ora, Mc- 
Graw-Hill Publishing Co., is chair- 
man of the outing committee. 


Truman to Address BBBs 


President Truman will address 
the 36th annual conference of the 
Association of Better Business Bu- 
reaus, to be held in Washington 
the week of June 5. Mr. Truman 
will speak at a banquet Tuesday, 
June 6, at the Shoreham Hotel. 


= oe 
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Edison Elected Chairman 


Charles Edison, president of 
Thomas A. Edison Inc., West Or. 
ange, N. J., for the past 24 years 
has been elected chairman of the 
board. Henry G. Riter III, chair. 
man of the executive committee, 
has been named to succeed Mr, 
Edison as president. The company 
has not had a chairman of the 
board since the death of Thomas 
A. Edison in 1931. 


Martin Joins Hayhurst 


George M. Martin, formerly 
with Vickers & Benson, Toronto 
agency, has joined the creative 
staff of F. H. Hayhurst Co., To. 
ronto. 


Concentrate 
for Profits... 
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Phoenix Bank Names Arnold 


G. E. Arnold has been named 
to the newly created position of 
ublicity director of the Valley 
National Bank of Phoenix. He also 
will serve on the bank’s adver- 
tising committee. Mr. Arnold for- 
merly operated his own agency, 
Arnold Advertising Agency, which 
ceased operation on April 1, and 
turned its accounts over to the 
Duncan Jennings Advertising 
Agency, Phoenix. 


Gulf Brewing Names V. P. 


Reeves W. Hendershot, general 
manager for Gulf Brewing Co., 
Houston, has been named vice- 
president in charge of sales. 


Graduate Ad Course for Business People 
Offered by Columbia U. for First Time 


New York—For the first time 
in its 34-year history, the grad- 
uate school of business at Colum- 
bia University next fall will open 
its doors to college-trained men 
and women in business who want 
to study simultaneously for grad- 
uate degrees in business. 

Among the courses to be of- 
fered is “a distinctive program of 
instruction in the field of adver- 
tising,” under the direction of 
Prof. H. K. Nixon. The course is 


specialized training to a carefully 
screened group of students, and to 
promote outstanding studies in the 
field of advertising management. 


we The program on advertising, ac- 
cording to Prof. Nixon, is based 
on the conviction that today the 
best academic preparation for a 
career in the field must include 
three elements: (1) a sound lib- 
eral arts education; (2) a broad 
knowledge of business; (3) a spe- 


intended to provide high-level! cialized knowledge of advertis- 


ing. 

Admission requirements of the 
graduate school take care of the 
first point. The second is met by 
course requirements, which de- 
mand a satisfactory knowledge of 
accounting, banking, business fi- 
nance, business law, economic an- 
alysis, economic geography, labor 
relations, management, marketing 
and business statistics. 


a An integrated set of professional 
courses designed to develop a 
high degree of professional com- 
petence will be offered. These will 
include eight courses, Prof. Nixon 


said, and are as follows: 
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(1) Survey of advertising to be 
given by Prof. Nixon and W. F. 
Thompson. (2) Techniques of ad- 
vertising by W. I. Orchard and R. 
S. Chenault. (3) The management 
of advertising by Prof. Nixon and 
R. Smith. (4) Psychological anal- 
ysis in advertising by Prof. Nixon. 
(5) Media and market analysis by 
Dr. F. R. Cawl. (6) Advertising 
agency operation and management 
by R. A, Barton. (7) Problems in 
advertising and selling by Prof. 
Nixon. (8) Advertising copy sem- 
inar by W. I. Orchard. 


Kelley Appoints Laidlaw 


R. Ian Laidlaw has been ap- 
pointed associate radio director and 
account executive of Russell T. 
Kelley Ltd., Toronto. He is a for- 
mer member of the retail adver- 
tising staff of CFRB, Toronto. 


Wyers Joins Hankel Printing 


George Jay Wyers, formerly 
with Manz Corp. and R. R. Don- 
nelley & Sons Co., has joined Han- 
kel Printing Co., Chicago, as a 
salesman. 


How 


to roll up 
Rug Sales * 


A higher pile of profits is 
yours, when you advertise in 
HOUSE BEAUTIFUL! It’s floor 
covering manufacturers’ first 
choice as a medium for 
effective selling... because its 
2,500,000* readers (50,000 
of whom are retailers) 
have been proven the most 
sales-active magazine 


audience in America! 


*4.5 readers per copy, based 
on publisher’s surveys 


* House Beautiful 
sells both 
sides of the counter 
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Washington Dairies Fined 
Mere $100 in Anti-trust Case 

WaAsHINGTON—Federal district 
court Judge Alexander Holtzoff 
listened patiently last week while 
Justice Department trust-busters 
argued that Washington area dair- 
ies and milk producers were en- 
gaged in an illegal price fixing 
conspiracy. 

While the government conceded 
there was nothing vicious or pred- 
atory about the arrangement, it 
insisted that milk price fixing is 
illegal, unless it is conducted 
under the supervision of the De- 
partment of Justice. 

It was too slim a case to slide 
by Judge Holtzoff. “Isn’t it unfair 
to get a criminal indictment 
against these men where there 
has been no malevolent or im- 
moral act?” he asked. 

After checking the law, Judge 
Holtzoff had to sustain the gov- 
ernment’s case against two of the 
seven dairies. He fined them $100 
each and left Justice attorneys 
smarting under the comment that 
“the department is bringing so 
many of these indictments that it 
is getting to the point where busi- 
ness men no longer attach any 
stigma to indictments or convic- 
tions under the Sherman Act.” 

Judge Holtzoff is sometimes 


’ wrong about the meaning of anti- 


trust statutes. Two years ago he 
tossed out the government’s case 
against the National Association 
of Real Estate Boards and the 
Washington realtors. His decision 
was partially reversed by the Su- 
preme Court May 8, when stan- 
dard commission. schedules of 
Washington realtors were ruled to 
be an illegal price conspiracy. An- 
ti-trust lawyers contend that crim- 
inal action in the milk case is not 
a matter of “stigma.” They feel 
that criminal conviction leads to 
more effective remedies than civil 
action. 
ee e@ 

1950’s population census is bet- 
ter than 90% complete and county 
directors are already issuing pre- 
liminary local figures. So far, it 
looks as if the national estimate 
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By STANLEY E. COHEN, Washington Editor 


of 150,000,000 will stand up. But a 
good many cities may be report- 
ing smaller population than they 
expected, and whole sections, like 


the Pacific Northwest, apparently 
have been overstating their popu- 
lation gains. About 100 of the na- 
tion’s 3,000 counties are already 
in a position to issue their 1950 
population totals. You can get 
them from local officials, or, if 
you can wait, county, state and 
finally a preliminary national pop- 
ulation figure will be released by 
the Census Bureau here during 
June and July. 
e © e@ 


Census Bureau also is in high 


gear on the results of last year’s 
business census. Last of the 3,000 
county reports was off to the 
printer last week exactly on sched- 
ule. State bulletins and national 
totals will be coming out in June, 
July and August. Later, the cen- 
sus will wind up with a series of 
trade and subject reports. 
ee © @ 

FCC’s freeze on television con- 
struction has led to some bizarre 
situations—but none so bizarre as 
the performance of the represen- 
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tatives of the National Society of 
Television Producers, who were 
here a few days ago to find out 
when new stations would be avail. 
able. According to advance notice 
the visitors were to meet with 
Sen. Edwin C. Johnson (D., Colo.), 
chairman of the interstate com. 
merce committee, to request lift. 
ing of the freeze. 

But after a 90-minute confer. 
ence, Senator Johnson called jn 
reporters and read a four-page 
statement explaining why he be- 


proposing ‘ 
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 Ofter the gal is married 


(NO USE ADVERTISING, EITHER, AFTER THE CUSTOMER’S 
HAPPILY MARRIED TO YOUR COMPETITOR’S BRAND) 


LATEST CENSUS FIGURES show that the average gal 
makes up her mind about the man she’s going to marry 
at age 20.5 years. At the time he’s likely to be 23.7. 

Sounds young for such an important decision? It is! 
A full year younger for the wife—six months younger 
for the husband than was the case ten years ago. 

And a mighty important clue to when a lot of other 
important decisions are made...such as when families 
buy their first radio, silverware, floor coverings...when 
folks form their family preferences in toothpaste, baby 


foods, breakfast cereals. 


Think back in your own young adult experiences! 
Wasn't it shortly before or soon after marriage that you 
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lieved the freeze would stand dur- 
ing the rest of 1950. And former 
FCC Chairman James Lawrence 
Fly, here as counsel to the TV 
producers, amiably concurred that 
FCC is doing a “wonderful job” 
and certainly can’t be expected to 
get the freeze off any sooner. 
eee 

Federal Trade Commission is in 
for a needling next month, when 
the House small business com- 
mittee runs a series of hearings on 
FTC procedures and practices. 


Perhaps the commission had ad- 
vance warning, for this week it 
announced a cellar-to-floor re- 
vamping which appears to clear 
the way for efficient investigation 
and handling of economic issues. 
Most attractive feature of the re- 
organization is the additional per- 
sonnel and responsibility assigned 
to the Bureau of Industry Cooper- 
ation. Moreover, the bureau, which 
handles trade practice conference 
work, is to be supervised by Com- 
missioner James Mead—a staunch 


believer in its program, 
Ss. <= «6 

Southern senators fighting 
FEPC have found a new way of 
impressing the administration with 
their power: a sit-down strike 
against administration “must” bills. 
Because southerners generally 
have more seniority than other 
members, southerners hold key 
committee chairmanships. Through 
chairmanships, they already have 
announced their intention of hold- 
ing up postal rate increases and 


rent control renewal. If things 
really get tough, they may even 
bottle up social security expan- 
sion—though this would be a case 
of biting off the nose to spite 
the face. 


Roberts Resigns Presidency 

S. E. Roberts, president of S. 
E. Roberts Inc., Philadelphia, has 
resigned for reasons of health. 
The company will continue to ser- 
vice its accounts under the name 
of S. E. Roberts Inc. for the time 
being. 


settled on your own brand of almost everything from 


cigarettes to automobiles? 


New adults...new needs...new markets 


WS 


—<—— 


to persuade a habit-fixed oldster to “switch”? 


As a merchant, doesn’t it make more sense to con- 


centrate your advertising effort on young people with 
open minds—a longer future buying potential? 


The 18-to-35 age group is REDBOOK’s primary editorial 
target. The entire magazine, cover to cover, is designed 
to serve the self-interest of these Young Adults. News- 
stand circulation increases and extremely high feature- 
by-feature readership, indicate that more and more 
Young Adults are spending more and more time with 
REDBOOK. 

As an advertiser, isn’t it easier to win a new customer 
who hasn’t yet made up his mind about brands, than 


Yet we'll wager our slide rule against your copy of 
your latest readership reports that many of the publi- 
cations on your current schedule deliver most of 
their circulation in the 35-and-over age groups. 

Check today and see if you’re investing in the grow- 
ing-need or the shrinking-need half of the age scale. 

If what you want is more impact among newly-formed 
families, REDBOOK can do the job for you that will pay 
off promptly in increased sales. 


Stewng the stl-wilereit of Noung dala [ 


THE LIVE-NOW...ACT-NOW...BUY-NOW...AGE GROUP 


Turner, Leach Names Dyson 


Turner, Leach & Co., New York, 
has appointed Franklyn W. Dyson 
as vice-president in charge of ra- 
dio and television. Mr. Dyson re- 
cently joined the agency as an ac- 
count executive on the Mason, Au 
Magenheimer Confectionery ac- 
count. 


O'Neill to Browne-Vintners 


Arthur J. O’Neill, formerly as- 
sistant general sales manager of 
Seagram-Distillers Corp., has been 
named vice-president of Browne- 
Vintners Co., New York, American 
import affiliate of Distillers Corp.- 
Seagrams Ltd. 


Frank Tilley Promoted 


Frank E. Tilley was named man- 
ager of advertising and sales pro- 
motion of New York Belting & 
Packing Co., Passaic, N. J. He has 
been with the company since 1939. 


Gordon Agency Moves 

Phil Gordon Agency, Chicago, 
has moved from 309 W. Jackson 
Blvd. to larger quarters at 23 E. 
Jackson Blvd., Chicago. 


UnOUS 
isis 


In 1925 the first motion pic- 

ture film was successfully 

transmitted by a television 
signal. 


* 
Blair-TV Inc. was the first 
exclusive representative of 
television stations.The first 
company to recognize and 
act on the television sta- 
tions’ real need for hard 
hitting, single minded, ex- 
clusive representation. 
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Helen 
Traubel 


Great Wagnerian 
Soprano 


Dr. Allen 

B. Du Mont 

Pres. Allen B. Du Mont 
Laboratories, Inc. 


Basil J. 
Viavianos 
International lawyer, 
Journalist, Adj. 
associate professor 


Groucho 
Marx 


Quizmaster, You Bet 
Your Life, CBS 


Dore 

Schary 

V.P. charge of 
Production M.G.M. 
Studios 


Se eee 
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Peter _ 
Donald a 
Well-known radio 
comedian and after- 
dinner speaker 


Mimi Jarmila 

Benzell Novotna 

Singer Concert, F Star of the Metropoli- 

Opera, Television, ; tan Opera, Radio, 

Radio, Theatre, : ow Concert, Motion 

Supper Club mn Pictures, Television 
Dudley L. j 
Parsons wo 
New York, Public ee Pp 
Relations Counsel ; 

Joseph W. Ely 

Martin, Jr. me Culbertson 

Minority Leader, Bridge Authority, 

House of ; ; Author recent best 

Representatives, | seller “Culbertson on 

Washington, D.C. Canasta” 


Wilson W. 
Wyatt 

Lawyer, Former 
National Housing 
Administrator, Former 
Mayor of Louisville - 


Art 
Linkle 
People 
Ed 
Wynn 4 
Now in TV for 
Cigarettes 
4 
3 Derr) 
Zanu 
Motion 
Produc 
Helen Fraser 
Director, Barbizos 
School of eo 
Author of “ F ; 7 
in Modeling” 


Meet some of the 8 


ee. 


Walter 
Kiernan 

Topical Humorist on 
ABC network and 
syndicated 
paragrapher 


Elmer 

Belt 

Surgeon, Urologist, 
Los Angeles 


Public Affairs, N. Y. U. Lh 
Hal B. a Morton 
Wallis r ~ ‘ Downey 
Pres. Hal Wallis Z Tues.-Thurs.-Sat. for 
Productions : P Coca-Cola on NBC 
“ » 
, Ralph 
«% Robey 
ay Chief Economist and 
QL "> = Vice Pres. National 
& Association of 
J Manufacturers 
l thf 
Ward ir Arthur 
Ritchie <— Freed 
The Ward Ritchie ' Motion Picture 
Press & Producer 
E. McKnight 4 
Kauffer 
Designer and 
illustrator of posters, . 
ballet, books... q 
Mark L. 
on » felber 
National Commander 7 rae Retetions 
| rtment, Goodyear 
U. S. Army Mothers, F ar Rubber Co., 
Lincoln, Nebraska Akron, Ohio 
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* 
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Manuel 
Komroft 
American Novelist 


Ry a 


Radio and Television 
Star 


Styles 


Pauline 
Frederick 

Only network woman 
news analyst 


Andrew 
Goodman 

Vice President, 
Bergdorf Goodman 


Ben 

Graver 

Noted NBC special 
events reporter, 
Emcee and 
Commentator 


Quick it 


John Edgar 
Hoover 

The Director of the 
Federal Bureau of 
Investigation, U. S. 
Department of Justice 


Frank 

Barrett 

Member Congress 
(Wyo.) 


Raymond 
Loewy 
Industrial Designer 


Stefan 
Lorant 
Author 


Milton J. 
Cross 
ABC Commentator 


Bill 

Stern 

NBC Director of 
Sports 
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Rise 
Art Stevens 
Linkletter Star of opera, screen, 
People Are Funny radio and concert 
i 
ff 
Cc. N. | ‘ 
¢ de fr Hilton 
for 4 x President, Hilton  =4 
bel Hotels Corporation ’ 7 
= 
oe 
Darry! F. 
Zanuck ‘onhate 
Motion Picture an 
4 aig Actor 
user ie Neal i 
— ll Begley + ' 
i 9 Automotive . 
i. -— Transportation  - a - 
ow or. ie 


George 
Denny, Jr. 


President, The Town 
Hall, Inc. 


an Y 


Fred 

Rudge. 
Management Con- 
sultant in Employee 
and Community 
Relations 


Patrice 
Munsel 


Star of opera, radio 
and concert 


a / 


Lawrence 
Tibbett 


Metropolitan Opera 
Star 


Lauritz 
Melchior 


Tenor 


Burl 

Ives 

America’s Ballad 
Singer 


Xavier 

Cugat 
Orchestra Leader 
and Composer 


50,000 people who rely on 


... complete, concise and authoritative. 


‘ery week | 


Alert, worthwhile, busy people read QUICK 
because of its brand-new editorial concept :— 


a time-saving report of all the week’s news 


News-magazine readers are well established 
as excellent buying prospects for advertisers. 
QUICK delivers over 850,000 of them... 
100,000 more newsstand circulation than 
Time and Newsweek combined. 


“The 


pocket 
news 
magazine 
that saves 
your 
time” 
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Saxe to ‘Town & Country’ 


Douglas H. Saxe, formerly ad- 
vertising manager of Theatre Arts, 
has been named in charge of trav- 
el advertising of Town & Country, 
New York. 


Bernhardt Leaves V.P. Post 


S. C. Bernhardt has resigned as 
vice-president in charge of sales 
of Grand Industries Inc., Cleve- 
land. 


Hinde & Dauch Ups Meelfeld 


Paul Meelfeld, manager of ad- 
vertising and sales promotion of 
Hinde & Dauch Paper Co., Sandus- 
ky, O., has been named assistant 
vice-president of the company. 


Appoints Tracy, Kent 

Tracy, Kent & Co., New York, 
has been named to direct the ad- 
vertising of Flint & Horner, New 
York, retail furniture store. 


H 2-1204 


hoqresswe 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS — 


Advertising in the Test Stage 


Extra-King-Size 
Sherman Havana 
Cigarets Get Test 


New YorkK—Test advertising will 
start this week in New York state 
on Sherman’s Havana cigarets, 
which sell for 35¢ for a box of 20, 
are half an inch longer than “king 
size” cigarets, and which may be 
had either in brown or white 
paper. The manufacturer, Nat 
Sherman Co., 1400 Broadway, has 
appointed Willsted & Shacter to 
handle advertising. 

Media to be used include the 
magazine sections of the New York 
Herald-Tribune and Times, the 
roto sections of the Buffalo Cour- 
ier-Express and the Syracuse Post- 
Standard, and The New Yorker. 

The test advertising is expected 
to run for about six weeks, and 
the size of ads to be used may 
vary during that period. Mail or- 
der advertising also will be used, 
according to the agency. 


NEUHOFF BROS. PLANS 
13-WEEK DALLAS TEST 

Da.tLas—Neuhoff Bros., meat 
packer, will open its “first all-out 
summer advertising effort” June 
19 with a test campaign scheduled 
to run for 13 weeks. 

Basic purpose of the campaign, 
handled by Tracy-Locke Co. here, 
is to publicize “Nancy Norman, 
Home Economist,” as Neuhoff’s 
corporate personality, as well as 
“development of a formula for the 
related selling of Neuhoff pack- 
aged meat products.” 

The test in Dallas includes daily 
use of television and weekly home 
service column ads in newspapers. 
The drive will be supported by 
sampling, package inserts and use 


of a recipe booklet offer as a check 
on media pulling power. Copy 
throughout will feature Neuhoff 
Preferred frankfurters. 


Issues Food Broker Booklet 


The U. S. Department of Com- 
merce has issued a booklet on 
the place of food brokers in the 
distribution of manufactured and 
processed foods, and the services 
they can render producers of these 
items. The new leaflet is entitled, 
“How Food Manufacturers Can 
Benefit From Food Brokers’ Ser- 
vices.” The booklet may be ob- 
tained on request by writing the 
department, Washington 25, or 
any of its field offices. 


Two Name Heggie Advertising 


Flintkote Co. of Canada, Long 
Branch, Ont., manufacturer of in- 
dustrial asphalt and floor tile, has 
appointed Heggie Advertising Co., 
Toronto, to promote its products. 
Media plans call for national 
magazines and business papers. 
Federal Wire & Cable Co., Guelph, 
Ont., also has appointed the Heg- 
gie agency to direct its campaign 
for electrical products, using trade 
publications and direct mail. 


Silex Appoints Hamilton 


Silex Co., Hartford, Conn., has 
named John A. Hamilton adver- 
tising and sales promotion man- 
ager. Mr. Hamilton joined Silex 
after serving as account execu- 
tive with Wilson, Haight & Welch 
Inc., Hartford and New York ad- 
vertising agency. He succeeds Sam 
DelRusso, who resigned to open 
his own business in Portland, 
Conn. 


To Stewart-Bowman 

Stewart - Bowman - Macpherson 
Ltd., Toronto, has been appointed 
to direct an advertising campaign 
for the Department of Fisheries, 
Dominion Government of Canada, 
Ottawa. 


Advertising Age, May 22, [tg 


Drexel Furniture 
Buys 6 Four-Color 
Pages in ‘BH&G’ 


DrexeL, N. C.—Drexel Furniture 
Co. will use six four-color pages, 
at a space cost of $73,350, in the 
June issue of Better Homes & Gar. 
dens to promote the Travis Court 
line of bedroom and dining room 
furniture. This insertion will be 
the only space used to promote the 
line this spring. 

The ad, placed through John 
Falkner Arndt & Co., Philadelphia, 
will feature 36 new pieces and wil] 
list 166 department and furniture 
stores. The promotion will be tieg 
in at the local level via newspaper 
advertising and displays. All co. 
operating stores will receive a pro. 
motion kit. 


s This is not the first time a series 
of pages in one publication has 
been used to promote Drexel fur. 
niture. However, in 1948 when a 
15-page ad was carried in House 
Beautiful, Drexel paid for one 
page and 56 retailers shared the 
cost of the remaining space (AA, 
Oct. 11, 1948). 

In 1947 a similar series ran in 
House & Garden (AA, July 4, 
1947). Drexel paid for a facing 
page and a spread, while the next 
24 pages were paid for by 24 de- 
partment stores. 

This year Drexel is paying for all 
six pages in BH&G. 


Howard Leaves Denver Post 

Samuel G. Howard, advertising 
director of the Denver Post, 
has resigned. No successor has 
as yet been named. Howard 
indicated that he plans to continue 
in advertising work in the news- 
paper field. He joined the Post in 
January, 1947, coming from the 
Minneapolis Tribune, where he 
was advertising director. 


6 Punt on COmPany 


Whether thee Sellow emplories 
aes or tpinech, pont vheps me pox 00 


THE PURE ort COMPANY 


Fisst.. 
the readership ranking of these four Pure 
Oil ads in The Toledo Blade and Times 
among 40 or so general ads in the same 
papers on the same days. 
interested in the story of Pure Oil men 
and women in “Our Way of Life at Work.” 


Would: you like to know which was which 
among these ads in readership rating? If so, 
drop .. me to Public Relations Dept., Toledo 


. Third... Fourth... Fifth. That’s 


People were 


e and Times. We'll be glad . 
to let you know! 
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3.Minute Moving 
Ads Will Soon Run 
in N. Y. Taxicabs 


New YorK—Motion Advertising 
of Erie, Pa., is ready to invade the 
New York market with a new 
transportation advertising medium, 
a running tape in 2,000 taxis. 

The tape (which has room for 
15 messages of 75 characters each) 
is installed in a lighted housing 
which faces passengers, turns on 
when the cab driver drops his 
flag, and takes three minutes to 
run through completely. 

Cab-Ads Inc., 630 5th Ave., a 
new organization, has been named 
national sales representative and 
will be the New York franchise 
holder. 


gs The medium has been in opera- 
tion for two years in Buffalo and 
Erie, and has had a sizable number 
of national and local advertisers. 

In New York, Cab-Ads will be- 
gin with 607 Terminal System 
cabs, plus 1,400 Taxicab Bureau 
cabs. This is slightly less than a 
third of the 6,800 fleet cabs in the 
city (total taxis, 11,808). Accord- 
ing to Cab-Ads, the average taxi- 
cab makes 58 trips per day, 25 in 
the daytime and 33 at night, aver- 
ages 1.8 riders per trip, and the 
average trip is nine minutes long. 
The company believes that passen- 
gers per cab run higher in other 
cities, where pooling and other 
practices boost the cabbie’s pay- 
load. 


a The company is ready to ex- 
tend the medium to other cities 
and now has 16 cities in the Mid- 
dle Atlantic states and New Eng- 
land ready to go. 

The rates are based on the num- 
ber of cabs used. On a full show- 
ing, yearly basis, an advertiser 


CAB AD—Here is the lighted tape which 

Cab-Ads Inc. will sell nationally for Mo- 

tion Advertising, Erie, Pa. The tape will 

be operating in 2,000 New York cabs in 

June, and is expected to spread to other 
cities shortly. 


pays $2 per cab per month. This 
rises to $2.40 for a quarter show- 
ing. For 6 to 11 months, he pays 
5% additional, for three to five 
months he pays 10% additional, 
and for one to two months, 20% 
additional. A 15% commission is 
paid to agencies. 


New Letterpress Process Out 

Graphic Enterprises of Milwau- 
kee Inc. has developed a new let- 
terpress process of printing full 
color prints from glass printing 
plates. Color prints produced by 
the process are said to cost 50% 
less than regular letterpress print- 
ing using photo-engravings. 


Westinghouse Boosts Fisher 

A. Earle Fisher has been named 
merchandise manager of the TV- 
radio division in Sunbury, Pa., 
of Westinghouse Electric Corp. He 
was formcr!y southeastern district 
manager of the division. 


Fawcett Shifts Office 
Fawcett Publications has moved 
a Detroit office to 1659 Guardian 
dg. 


Store Detailing Improves and Gains More 
Manufacturer Acceptance, Lewin Reports 


Cuicaco—Store detailing for 
manufacturers has become more 
of a science and a success since 
the war, Roy A. Lewin, manager 
here of the merchandising division 
of Reuben H. Donnelley Corp., 
told AA last week. 

His division of the Donnelley 
company is probably the country’s 
leading store detailer. It has in 
recent years served more and more 
manufacturers whose lines have 
included chemicals and drugs, in- 
secticides, cosmetics, candy, all 
kinds of foods, polishes and waxes, 
soaps, electric fans, broilers, hobby 
saws, etc. 

The term “store detailing” cov- 
ers a host of different activities 
including selling and delivering 
goods from car for cash or jobber 
billing, selling for delivery by 
jobber, exchanging new packages 
for old, securing preferred loca- 
tions for display in stores, setting 
up point of sale aids and posting 
window banners. 


a Mr. Lewin pointed out that store 
detailing not only reduces the unit 
cost of advertising by making 
higher sales volume possible, but 
gets products into stores in the 
shortest possible time. 

The aim of the manufacturer in 
buying store detail service, he 
stressed, is to save time in doing 
what he wants done—gaining dis- 
tribution for a new product or 
increasing distribution of an old 
one, or filling out a line by in- 
ducing retailers to stock al] items 
in it or all sizes of packages. 

“These temporary, intensive 
jobs call for a certain type of 
salesman working under special 
conditions,” Mr. Lewin said. “We 
have had to learn how to select 
the men, train them and offer 


them the kind of incentives which 
will keep them producing. We 
have salesmen spotted in major 
markets from coast to coast. 

“Today manufacturers can’t af- 
ford to pull their salesmen off 
their territories or away from 
their regular work to do a special 
job. It is too costly. Nor will they 
undertake to hire temporary help 
themselves. The costs are too un- 
certain.” 


@ As an example of a detailing 
assignment, Lewin cited a recent 
job in which Donnelley handled in- 
troduction of a new product to drug 
and cigar stores. Three cities 
of about 100,000 population each 
were chosen for a test, to be fol- 
lowed by introductions in Chicago 
and Milwaukee. 

A special sales crew worked 
each of the smaller cities in about 
a week’s time, obtaining an aver- 
age of 65% distribution. The crew 
was then enlarged and the Chi- 
cago and Milwaukee markets were 
covered in 2% weeks, with about 
the same success. On the basis of 
the tests, the manufacturer pro- 
ceeded to cover the national mar- 
ket by orthodox methods, having 
been assured of retailer and con- 
sumer acceptance. 

Mr. Lewin said that a surprising 
number of manufacturers have an 
inflated idea of the distribution 
that their products enjoy. 


@ He recalled an unnamed candy 
manufacturer who planned and 
announced an elaborate national 
contest to promote sales. Several 
weeks before the contest some- 
body in his organization discov- 
ered that their product distribu- 
tion was spotty, to put it mildly. 
In whole areas potential partici- 
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pants in the contest would be un- 
able to enter because they couldn’t 
buy a bar of candy to get a wrap- 
per. 

Almost overnight, Lewin claims, 
Donnelley salesmen detailed every 
store which sold candy in 20 ma- 
jor markets, increasing distribu- 
tion from 15% to an average of 
75%, with a high of 88% reached 
in one market. 

“We have improved our meth- 
ods a lot since the war,” Lewin 
said, “and don’t forget that our 
salesman has an advantage over 
the manufacturer’s regular sales- 
man. 


a “Our man has just one thing in 
mind—nothing but the immediate 
purpose of the campaign counts 
with him, The regular salesman, 
on the other hand, has the manu- 
facturer’s whole line to worry 
about. Knowing that he must go 
on living with the retailer per- 
manently, he may be reluctant to 
press a new and untried product 
on him. When it comes to putting 
up displays or window banners, 
the regular salesman often thinks 
that this sort of work hurts his 
dignity and his prestige with the 
retailer. He doesn’t want to do 
the job, and avoids it if he can. 
Perhaps he is right in this feeling. 

“Also, because of our incentive 
system, our store detail man 
doesn’t find it profitable to stand 
around fanning the breeze. He is 
trained to waste no time in pre- 
senting the promotion—he aims to 
get in and out fast.” 


Appoints Cox & Tanz 


Cox & Tanz Advertising, Phila- 
delphia, has been appointed by 
Mrs. Schlorer’s Inc., Philadelphia, 
manufacturer of mayonnaise, pick- 
les and relish, to promote its prod- 
ucts. The campaign will include 
newspapers, food trade publica- 
tions, outdoor posters, radio and 
television. 


in Toledo 


PURE OIL told the country’s story 


Pure Oil has refineries. 


So a series of ads was started in five cities where 
One of these was Toledo. 


Tailor-made for this community—as for the others 
—the ads showed “Our Way of Life at Work.” They 
featured Toledo situations, Toledo names, and pictures 
of Toledo men and women. 


Pure Oil Advertising Manager, F. H. Marling, says 
there’s ample evidence that the campaign, produced by 
the Leo Burnett Company, was very well received. 
Employees were quick to report that their friends and 
families had read the ads. Other Toledoans said they 


Here was a major oil company that wanted somehow 
to increase understanding of the American system... 
by telling its own story! 


liked what Pure Oil was doing. A readership survey of 
The Blade and Times showed that four of the ads 


ranked first, third, fourth and fifth respectively among 


same day. 


the 40 or so general ads that appeared with them the 


Freedom Foundations, Inc., cited the campaign as 
an intelligent use of advertising to promote public and 
employee relations ...and more important, to demon- 
strate the benefits of the way we live in the U. S. 


This was a fine thing for Pure Oil to do, making 
Toledoans better acquainted with their neighbors at 
the refinery. But then Toledo is a place where things 
happen right along. And that’s why the Toledo news- 
papers are happy to be a part of such a city. 


P9LEDO BLADE and TOLEDO TIMES 


REPRESENTED BY MOLONEY, REGAN & SCHMITT, INC. 
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“You can’t see him on Monday mornings, 
he’s deciding what to buy!” 


ON MONDAYS, AUTOMOTIVE NEWS 
ADVERTISING REACHES AND SELLS 


THE DECISION MEN 
OF THE AUTOMOTIVE MARKET 
IN THE FACTORIES AND DEALERSHIPS 


Be there Monday morn- 
ings in AUTOMOTIVE 
NEWS when it gets care- 
ful study from the men 
who must keep posted. 
There are more than 
87,000 of them! 


THE WEEKLY NEWSPAPER OF AMERICA'S NO. 1 INDUSTRY 


PENOBSCOT BUILDING 
ADVERTISING OFFICES: 
CHICAGO 


NEW YORK 
Edward Kruspak 
Si E. "42nd Street 
Murray Hill 7-687! 


J. Goldstei 
360 N. Michi 
State 2-627 


- 


DETROIT 
Dick Webber 
Penobscot Bidg. 
Wo. 3-0495 


DETROIT 26, MICHIGAN 


LOS ANGELES 
R. H. Deibler 
2506 W. Sth Street 
Dunkirk 3-0303 


| 


ARF Summarizes 
Four-Year Study 
of Car Cards 


149 Ads Had Average 
Readership of 25% of 
Riders; $200,000 Spent 


(Picture on Page 33) 


New YorkK—The Advertising 
Research Foundation last week is- 
sued its 13-study summary of the 
Continuing Study of Transporta- 
tion Advertising—a 42-page report 
covering four years’ research. 

Containing data on interviews 
with 20,417 persons, the book of- 
fers: a description of the trans- 
portation advertising market and 
the medium; characteristics and 
habits of riders; characteristics 
and habits of readers of transpor- 
tation ads; data on housewives and 
non-housewives, and analyses of 
the highest-scoring ads and all ads 
scored to date. 

Markets covered by the 13 stud- 
ies are Newark, New Haven, De- 
troit, Cleveland, Milwaukee, St. 
Louis, Chicago, San Francisco- 
Oakland, New Orleans, Buffalo, 
Boston, Providence and Johnstown, 
Pa. 


ws Tables in the summary break 
down the data under numerous 
headings, among them: riders by 
individual markets (percentages) ; 
men .and women riders, market 
by market; riding by sex, age and 
rental groups; frequency of riding 
by the same groups; length of rid- 
ing time; sitting and standing by 
markets (all riders); audience an- 
alysis in terms of card character- 
istics (national, local, background 
color, illustration, product, head- 
line, etc.). 

An appendix describes the samp- 
ling and interviewing techniques 
used by Alfred Politz Research 
Inc., which conducted the sur- 
veys under supervision of the 
ARF. 


a The summary discloses, among 
other things, that: 

Eight out of ten persons 15 years 
old or older are riders—users of the 
mass transportation system at least 
once a month. 

About four out of ten persons 
make five round trips a week or 
more. Two out of ten make two 
to four round trips weekly and 
another two make from one round 
trip a week to one a month. 

More women than men are riders 
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(at least once a month), but meq 
ride more often. Nearly half the 
men, but only three out of te 
women, make five or more roung 
trips a week. 

The most riders and the mogt 
frequent riders are in the 15-29 
age group. 

There is little variation in the 
percentage of riders in each of the 
four rental groups, but those in the 
two lower brackets ride more of. 
ten. 


s Two out of every ten persons ip 
the whole population (15 or older) 
see the average 28” card. 

Viewing percentage is 21 among 
men, 19 among women. 

The 15 highest-scoring cards ip 
the summary had average reader. 
ship of 42% of all riders. 

These top cards, ARF points out 
were similar in many characteris. 
tics. All had simple layouts, aij 
had the product name in the head, 
all but one were illustrated, 12 hag 
pictures as the dominant features, 
all but one showed the product or 
package, 11 had pictures of people, 
13 had fewer than 36 words, ll 
were full-color process, 11 were 
national ads. é 

Analysis of all 149 cards in the 
studies showed an average audi- 
ence of 25% of the riders (27% of 
the men, 23% of the women). It 
revealed also that the audience 
tends to be greater if the illustra- 
tion is subordinated and that men’s 
response to humorous cards is 
above the average. 


s In a foreword to the summary, 
ARF cautions that, although the 
figures reported are conservative, 
they should not be considered final 
or all-inclusive information, It 
notes also that the data cannot be 
compared directly with informa- 
tion obtained in other media by 


other types of research. j 


The 13 studies, which cover the 
period from October, 1944, to Oct- 
ober, 1948, cost more than $200,000, 
paid for entirely by the National 


Association of Transportation Ad- 
vertising. 

Managed by a nine-man com- 
mittee representing agencies, ad- 
vertisers and the medium equally, 
the project is under the chairman- 
ship of Gordon E. Hyde, president 
of Federal Advertising Agency. 

In conducting the field wor‘, the | 
Politz organization used two re- | 
search techniques. Each of the 20,- 
417 persons interviewed was se- 
lected by a “random path” pro- 
cedure, and readership informa- 
tion was obtained by the controlled 
recognition interviewing method | 
By combining these techniques, 
the foundation said, it was able to 
produce data of “outstanding re 
liability.” 


DAY and NIGHT 


ZINC 


Agency Sewice 
712 FEDERAL ST., CHICAGO © WAbash 2-8816 


COPPER 


Adve 


P 


same cc 
lifebuo 
and 41 


DETROI 
Advertis 
Charles 
ager, D 
Advertis 
general 
convent 


_ ™ ae 
+ | , eit a ime ee oe - 
bl / > ; . — . Be a 
a “ql “ - : ok . ‘ ee Pe aS * 
i ; “ fie aoe ee x - 
F R Hees 2 —— sill - 7 eae aan. 
3 y 4 i - yf <n pekee hea 
f / 5) i rf sf = aed a — 
>) A ; \ at Sogky 3s FES 
. - y ‘ bs x ‘38 “Be & | | sa i a Toe 
| h—h?—s ore ; i ne oe p ae "hoe oo. ON 
nt ; 3 r ~ XY presiolnT | ice Res > ; 
fe, - x. 1 he - 
7 - rg 4 Nee 2 aaa L Fe ee i : xe: ‘ “ 1 
; seman . a Ge a. ° ea 
ss Ba - 4! T= hla 4 
is er aa - \ of ee SF pte |r Brown EY 4 
-. . 4 i ; . = oe a i Wie dee 
Mari _— 4g e oh ¢ 
: POS } oe a SS it < at a 
” oe i ae ” | : es ee 
eo4 sig ay en a ie. Se ’ 
| rind. f fi — a _ : 
bs 2 3 j é “— _ * a | g ‘: 
a fC xh . mae ce) 
; | 
ae Bt ss e- ‘ a Kaiki La! ‘ 
% ee | 
963% \ Fe 
| qenewols Run of 3 BS 
‘ gl" jons ae 
ge OW $8 gupscriBtion ce p 
pial, \ 
peem enn Teta ate ot ALTO cont Two H 
amp” dy } grated mer ratings 
f Oe- wore ews curre™ y ; o sae 
a fis-\ t© pe the piene* of any aceon uns ette oa 
. a jn xne nasty: a 
: qnis guprr®, the growin’ os ‘in 
' m yictio® chat wes THE news the oe 
4 a wanted vy jeadin’ we sinessiner pia 
ae- orn oe yhe Banos a \ G 
; ea \ wre manor ove pnaustty see™ ro \ sree 
‘ ; pe proving a whe® mey poy ene \THY, 
, rime Di sopseriPto” price ot \its * ; 
ve rec" mey } Re 
oo ga pet yeat: pe’ 
: go S08 pe orto ie ree | ¥ 
q re- guilt onsciovs pavertiser’ sn pie ; es 2 
a owed sour space in puToMorny ews \act 
= xne \ is ne next pest ning ro 2 \ é 
as persone! call” ¥ c 
st 2 
i al my E 
: 1¢ ¢é 
ie . a : 2 
A x 4 
: Mem pup } { | ~ Ss ‘ A = 
z ber ' . : ay 5 
@ ronnie ’ o> S 
| oot VP1UG O v 
; Grea ENG we 
Bt a, ® 7 ee 
panmrary ye oe me : % : F MOVIE 
eas . an. 
eT MY Regan § 
Sh sei aia a si ; pre 


Advertising Age, May 22, 1950 . eo 


PHOTOGRAPHIC REVIEW 
F THE 


WEEK 


ao 
HOT AIR—Blend-Air, a new warm air heating system, was explained by W. C. Cole- 
man (left), 80-year-old president of Coleman Co., to Sterling Peacock and Marvin 
Murphy, vice-presidents of N. W. Ayer & Son, at a luncheon in New York. Coleman 


Co. manufactures the system as a pre-fabricated factory package ready for in- 
stallation. 


PAUL 
i: JONES 


WHISKEY 
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WALKER WINNERS—Outdoor poster win- 
ners in the technical high school classifi- 
cation of the 12th annual poster art con- 
test sponsored by Walker & Co., Detroit, 
are these three: first, second and third 
prizes (top to bottom). The 100 best en- 
tries will be on display at J. L. Hudson 
Co., June 5-10. 


AGREEMENT—Copy on these outdoor posters in Scranton, Pa., agrees over the 
“finest” for gasoline and beer. The posters, both maintained by American Ad- 
vertising Co., just happen to provide amusing dialog. ' 


TWO HEADS ARE BETTER—These four car cards have had the highest readership 
ratings reported in 13 Advertising Research Foundation studies in the past four 
years. Top score, in percentage of audience, was copped by the Toni twins, who 
attracted 62% of all riders in the 13th study (57% of men and 66% of women). The 
same card, in Study 12, was read by 43% of all riders (44% men, 42% women). 
lifebuoy in Study 11 rated 48% in all three categories. Paul Jones got 44%, 50% 
and 41% in Study 4 and 37% of all riders in Study 3. The Clark card was seen 
by 42% of all riders (51% by men). 


i €. B , General Shoe Corp. Standing: Burns W. 


ARIZONA SUNSHINE—Looking healthy and relaxed during an M 


DETROIT PLANNERS—Host city advertising people winding up preparations for the 
Advertising Federation of America convention May 31-June 2 are (left to right) 
Charles B. Lord, president of the Adcraft Club of Detroit and retail advertising man- 
ager, Detroit Times; Edythe Fern Melrose, House of Charm, president of the Women’s 
Advertising Club of Detroit; Elliott Shumaker, general convention chairman and 
general advertising manager, Detroit Free Press; and H. G. Little, chairman of the 
convention's executive committee and executive vice-president of Campbell-Ewald Co. 


MOVIE GOERS—On hand for the showing of a promotional film for the Worcester, 
+» market in New York were (left to right): Herbert W. Moloney, of Moloney, 

Regan & Schmitt; George F. Booth, publisher of the Worcester Telegram-Gazette and 
President of WTAG, Worcester, and Paul H. Raymer of Paul H. Raymer Co. 


outdoor meeting at Litchfield Park, Ariz., are the directors of 
the Public Relations Society of America. Seated (left to right): 
L. E. Judd, Goodyear Tire & Rubber Co.; J. Handly Wright, 
Monsanto Chemical Co.; Ed Lipscomb, National Cotton Council; 


TRANSPARENCY—This 18x60’ color transparency was erected 


in Grand Central Station, New York, last week by Eastman 
Kodak Co. Behind the huge display is a Kodak information 


Lee, Burns W. Lee Associates; Rex F. Harlow, Public Relations 
Institute of the West; Robert L. Bliss, executive vice-president, 
PRSA; Charles C. Greene, Doremus & Co.; and James P. Selvage, 
Selvage & Lee. 


center. The display will change bi-monthly. To make the dis- 
play, original 5x92” negatives were enlarged by projecting 
small sections onto a positive color film 40’ away. 
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SS ae 63.2 39.3 247.7 161.8 27,100 16,855 106,232 69,418 Canadian ationa cones Cwapapess ( otogravure nage) from t 
True Story Women’s Group: CN sc acg ves scenes 53.9 41.3 150.3 117.2 53,939 41,342 150,326 117,24 | pre-tes 
ccc ce ssvecees 31.7 33.7 143.8 153.5 13,597 14,467 61,702 EE ao aeaceaescc eves 67.9 43.6 170.8 125.0 67,918 43,598 170,607 124.985 | 6 i 
I icin ok nes 00 56.3 50.3 208.0 213.6 24,150 21,572 89,260 CU Mo svccnvecccccsetvs 68.1 59.7 171.9 152.2 68,092 59,723 171,884 15222 | «rn m 
Radio if Television Mirror .. 29.7 32.8 133.5 150.6 12,732 14,088 37.271 64,602 Star Weekly ................ 89.1 73.6 248.2 207.4 84.637 69,893 236,099 197,05 | —_ 
yUR EO SUNS .......-- ¥ ‘ , , 6 ’ Total Group .............. 279.0 218.2 7412 6018 274,586 214,556 728,916 591,50 
True Romance ............. 35.6 34.9 154.9 173.6 15,255 14,983 66,459 74,523 | orive j ES elle ’ . . 
MRED wince ccscssccces 66.9 632 8 300.6 28, ; : 125.927 | “Fi lees 1990; four issues 1949. 
Vogue 2 issues) SE aioe. 129.5 154.2 779.9 908.0 81,864 97,466 492,866 573,858 Pages- ? itt snnceninncineneegl 
estern Family: M M Jan.-M Jan.-May Ma M Jan.-M Jan.-May 
Southwest Edition .......... 50.5 37.2 200.4 180.1 21,672 15,972 85,404 76,961 1949 1948 ‘1949 y 1048 . 1949" 1948" i949. 1948 
*Northwest Edition ........ 43.0 29.0 175.8 140.1 18,500 12,416 75,468 60,197 
Woman's Day (Wat'l) ........ 56.6 $5.5 266.7 248.8 24271 23,792 114,359 106.735 | Canadian 
Ey gcse a snes Y . i 6 26, 8 127,953 113,462 ; 
Woman's Home Companion .... 83.1 88.7 — 386.9 399.5 56,509 60,299 263,047 271,678 ona Frond pone vetoes 49.9 59.0 192.9 206.7 33,924 40,086 131,106  140,5H 
Total Growp ...........- 2,265.7 2,356.8 0,214.3 11,099.3 1,128,849 1,181,487 5,129,922 5,595,819 
*Not included in totals. {Smaller pave size 1950. Ree O7 83 HS Hes 2H ose iss | lle 
Outd Maclean’s (2 issues) ........ 80.1 91.6 276.3 .7 54,434 62,307 187,831 210,649 
utdoor WOME ees esac css swbee 5.0 72.9 — — 36,946 49,005 — 
American Rifleman .......... 49.0 54.2 234.0 246.1 21,012 23,233 100,366 105,590 | National Home Monthly ....... 24.8 50.9 91.0 147.9 16,899 34,670 62,039 100,7% 
Field & Stream ............ 90.6 91.0 351.1 367.2 38, 39,066 150,648 157,540 | Reader's Digest 
Fur-Fish-Game .......... .. 23.7 23.1 113.0 114.1 10,159 9,920 48,402 48,975 French Edition ........... 74.5 58.5 278.5 171.5 13,559 10,647 50,687 31,213 
Hunting & Fishing .......... 28.6 33.0 126.9 132.3. 12,270 14,158 54,395 56,784 English Edition .......... 70.5 59.5 267.5 180.0 12,831 0,829 48,685 32,760 
SEIN oii scccesaeseis 82.0 75.5 309.1 313.1 35,191 32,375 132,614 134:295 | Revue Moderne, La .......... 31.5 37.5 123.4 140.0 “ 25,379 83,904 95, 
Outdoorsman .............. 23.1 32.8 116.0 123.3 9,924 14,060 49,811 52,839 | Revue Populaire, La.......... 39.1 40.1 135.6 148.4 27,396 28,058 94:916 103,906 
se gcccanne ic 78.0 804 3244 336.7 33,442 34,509 139,154 144,461 | {Samedi, Le ............... 33.4 54.5 1180 132.2 23,386 38,133 82,557 92,5i) 
sss 55 vdieo 375.0 390.0 1,574.5 1,632.8 160,896 167,321 675,390 700,484 Total Grow .............. 520.5 572.6 1,902.7 1,856.1 282,878 331,873 1,025,423  —1,105,08 
{Merged with Outdoo.s. Comparative figures, 1949, are those of Outdoors. *Not included in totals. tApril linage. 
May Advertising P dLinage in Farm Publications 
Current Month Com- Current Month Com 
mercial Display Ex- mercial Display & 
cluding Poultry, és mm ) cluding Poultry, 
-—Total Advertising, In Payes— ———Total Advertising, In Lines-———— Classified and Live- —Total Advertising, In Pages— -————-Toial Advertising, In Lines Classified and Lit 
May May Jan.-May Jan.-May. May May Jan.-May Jan.-May stock, In Lines May May Jan.-May Jan.-May. May May Jan.-May  Jan.-May = stock, In Lines 
1950 1949 1950 1949 1950 1949 1950 1949 1950 1949 1950 1949 1950 1949 1950 1949 1950 1949 1950 1949 
Farm Magazines Monthlies 
Capper's Farmer ..... 564 51.7 2785 283.0 38,353 35,169 189,384 192,479 t 33, Agricultural Leaders’ 
ory Cesitemes 13 a 500.7 575.6 83,030 84,880 367,697 391,416 ao 76t 4 . Digest ey th 22.9 25.8 118.2 138.4 4,480 5,055 23,162 27,182 4,480 5,055 
arm Journal ........ j . ‘ 530.5 50,768 44,223 230,231 7, . : merican Frui 
Farm & Ranch = as Se SEEDS wasieeys.. 26.0 28.8 175.3 1748 11,074 12,258 74,702 74,564 10,889 12,14 
Southern Agricultur ‘st: American Poultry Journal: 
ns... i —- 20S «a. St == Wee << 54 £=<— Eastern Edition .... 34.6 32.0 2735 258.7 14,845 13,743 117,316 111,074 8375 856 
eee .... 26 =—— M7 -— Si — We — NO — Central Edition .... 28.2 28.1 230.5 214.9 12,087 12,049 98.887 92217 7,682 7,86 
‘Progressive Farmer: Western Edition ... 25.7 266 197.6 1816 11,031 11,398 84,726 77,905 7,736 8,283 
Carolina-Va. Edition 90.6 80.8 450.2 402.2 61,585 58,814 306,178 292,878 57,899 54,744 *In all 3 Editions .. 23.5 24.3 1841 165.9 10,075 10,437 79,030 71,185 7,106 7.40 
Ga.-Ala.-Fla. Edition 91.6 80.9 459.4 403.4 62,316 58,911 312,422 293,693 59,009 55,412 Arkansas Farmer .... 126 107 726 556 9511 8,113 54,948 42.157 8,981 7,67 
Ky.-Tenn.-W. Va. etter Farming 
Cie ........ an 43.1 368 2133 1816 18,515 15,793 91,500 77,897 18,515 157% 
nn 86.1 78.4 438.9 391.9 58,571 57,040 295,779 285,282 55,263 53,346 better Fruit ona 201 166 1017 135 6 1 ia 6.923 42.766 40,260 B'442 6 2 
Edition ........ 89.0 78.2 438.2 388.4 60,525 56,914 297,938 282,674 56,976 53,285 | California Citroyraph. 266 270 1327 1359 17850 18158 89°180 1.287 17,710 178% 
Texas Edition ..... 94.3 823 465.8 412.7 64,150 59,914 316,827 300,490 60,358 56,056 | Carolina Co-operator. 113 14.0 760 5; ~ 5,88 ‘ 
*In all 5 Editions .. 80.7 71.4 391.5 347.3 54,873 51,981 266,206 252,815 52,727 49,734 | Cattleman, The ..... 71.9 73.5 429.3 478.3 30,198 30,866 180,308 200,968 15,925 18,04 « 
‘ one. 5 Editions a 308 80.1 449.7 399.8 61,429 58,319 305,828 291,000 57,901 54,569 Electricity “ gag ere ee et atte syne a 
uecessful Farming ... 104.4 ’ I ‘ Y ‘ y \ ‘ ‘ on the Farm ...... . ’ ’ ’ . ’ rr 
~ M996 S822 S2LS 46,969 E96 250487 254,151 45,512 45,596 | -ierStechman .... 3991 334 1954 1855 29715 25412 148584 141007 27.696 250m 
Total Group ...... 852.8 780.0 4,140.6 3,909.2 526,267 500,701 2,555,943 2,500,583 501,797 475,399 | Florida Cattleman .... 44.2 36.0 2281 208.0 181578 15,128 95,787 87.376 13,710 10,08 
*Not included in totals. ‘Separate publications 1949. *Smaller page size 1950. Florida Grower ...... 17.1 15.6 102.9 95.6 11,657 10,641 70,794 65,196 11,234 10,08 
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Advertising Age, May 22, 1950 


Current Month Com- 
mercial Display Ex- MAGAZINES MONTHLIES SEMI-MONTHLIES 
di Itry, 
ae Advertising, In Pages aa etal Advertising, In Liew —— clasitied oat Use 1950 1950 1950 
ay Jan. -May. ay ay n.-May n.-May stock, In Lines 
1950 1949 1950 1949" ©1950-1949 1950 i949 «1950 1949 526,267 |MNV ER /3, 344 =—| APRIL 959,754 
° Granger ..... 94 99 —— 10,220 10,780 10,178 10,682 
ceiaty Farmer... 168 188 1120 1134 13139 14729 87,734 88857 10.325 12391 55/,278 — \noni 473,959 |MAR. 944,620 
Michigan Farm News 7 fe i i «ee: 25,659 26.708 4,088 5,614 
National Live 194 194 
SEY ccceccete 86 96 55.0 47.5 6,235 6,978 39,981 34,612 5,834 6,753 
sehaions Aavicsitwre” §=§ 62 BO 3G 3802809 5622 5,588 17,094 2.809 —— essed $00,70/ = \mnv|_J4/9,834 — apni 976,923 
Jersey Farm ai _ 
~ Oe 38.4 43.2 231.2 239.6 17,296 19,442 104,062 107,875 12,968 14,873 BI-WEEKLIES WEEKLIES DAILIES CANADIAN 
Ohio Farm Bureau 50 
 rssinaas".- Mo 22 3 3 Si oR RET HSE aa : mm 
Poultryman .. X \ ¥ x > 8, 
Pat Tribune: 42.0 40.9 326.5 305.9 18,010 17,533 140,090 131,264 11,718 . mien 66 367 paged pe petal oe: -pincepied 
Edition .... ’ , , , , 7 12,491 
cattral Edition .... 365 354 2735 261.8 15675 15.203 117,385 112/331 10,680 11.452 | [MARE /A7 968 MRE 9O,S3F MAR. 29/,755 | MAR $67,658 
Western Edition |... 323 29.3 240.6 225.7 13,844 12,5 103,229 96,359 9,705 9,913 ’ 
fal cunen «ye ee May Mam ‘ais ease Sts Sats | Usaet oi % "8 
hern armer ....«-. . 5 § ’! > > * . " D 
Sathorn Planter... 248 260 1633 167.9 17:335 18, 114/256 117.483 15,520 16,560 $6,924 67,368 ho a 82,06 ha 499, 767 
Turkey World ....... 34.9 448 296.9 290.0 14,977 19,227 127,395 366 610,265 13,533 
Western Dairy Journal. 30.4 46.5 202.2 214.2 12,782 19,530 84,913 89,995 7,826 8,260 
Western Livestock Current Month Com- 
sicckica,”” 100.6 110.7 489.2 566.7 42,252 46,486 205,482 236,887 13,717 11,396 ST 
* ockman- tat a oan FA 
° wom atta 165 120 —— —— 14834 13,060 ——— —— 1233 8,428 Te ee eee Tan eal Aewwrtisicn, to Lines ————. Classi and Ut 
Total Gro “sie Bol. 9 "B87.1 5,367.0 5,342.3 413,344 419,834 2,566,960 2,536,936 304,149 305,355 1950 1949 1950 1949 1950 1949 1950 1949. “1950 toa9 
*Not included” in totals. “April tinage. Western Farm Life ... 44.0 43.6 147.3 159.8 34,520 34,152 115,515 125,225 31,748 31,310 
*Herdsman Edition . 19.3 182 1686 1581 15,141 14,251 132,209 123976 3121 2'191 
Newspaper Monthly Farm Sections Wisconsin  sgepsouer 63.2 62.7 2269 244.6 _ 49,534 49,187 177,850 191,746 45,897 46,336 
Total Group ...... 1,255.8 1,278.3 4,452.6 4,708.8 959,754 576,923 3,403,203 3,595,0 
Iowa Farm & Home Por ee or res sidion ——ae oe *Not included. in totals. This issue also includes all linage carried in Western tou ae See 802, 137 
Register ......-+-- y A . " ° ly : 6,514 1,492 
Rural Gravure ....... 46 39 308 230 4635 3.878 30997 23051 4635 3.878 | Bi-Weeklies—A ll 
Star Telegram Ranch & Arizona Farmer ...... - 86.5 259.6 2681 67,117 65,380 196,293 
Farm News ........ 30.6 19.6 97.7 943 32,550 20,874 104,902 100,456 30,532 19,317 | California Farmer: , , 202,759 63,469 59,266 
Total Group ...... 60.3 43.9 245.5 236.5 63,881 46,482 260,748 250,653 61,681 44,687 Northern Edition aes se 53-5 221.9 224.3 ase 4 43, 911 167,706 171,524 40,882 40,479 
Current Month Com- Dairyman’s League News 13.1 107 525 382 9,556 % 793 38,264 et 76 ven S538 
mercial Display Ex- Total Group ...... 220.6 2081 756.2 748.3 166,367 158,924 ~ 570,099 ~ 566,589 153.925 143,688 
cluding Poultry, ’ . 4 " 688 
-—Total Advertising, In Pages— ——Total Advertising, In Lines————. Classified and Live- 
April April Jan.-Apr. Jan.-Apr. April = April Jan.-Apr. Jan.-Apr. stock, In Lines Weeklies 2 April 
1950 1949 1950 1949 1950 1949 1950 1950 1949 | Weekly Kansas City 
Semi-Monthly—April Toe 28.8 27.3 1065 114.0 71,085 67,388 262,626 281,070 56,835 49,498 
Dailies—April 
=, Agriculturist 32.5 35.4 104.1 125.7 23,626 25,746 75,718 91,508 18,850 22,504 Chicago Daily eo 
ifornia Grange - eee deescee X t J q 
ipa 8 34 OE 37.814 34,916 Kansas City Daiiy -—— ee i On. Oe. ee ae ae 
perative Diges q ‘ — —_—_ A R _ 67' 4 sanen . 
sCeaparative Digest 5 3,412 osbravers Telegram : 31.8 23.9 153.8 128.0 67,756 50,848 327,362 272,448 41,313 25,890 
Farmer 42.3 29.3 1313 1110 31,954 22,152 98,18 83,924 25,625 18,612 Stock — 
Dakota Farmer potas 75.9 1823 256.5 285.6 59,907 64,567 201,158 224,069 54,408 nities wen ens a am am ae 
armer, The ........ . Y ’ : ‘ é , 53,8 70,492 Stock Reporter .... 23.3 14.2 96.8 77.8 49,550 30,284 205,995 165,682 32 
Hoard’s Dairyman.... 505 41.6 188.2 187.3 36,768 30,313 137,040 136,401 31,099 24.682 Sea ue 165,682 _ 32,853 _ 18,717 
oo: 335 604 «(1BL? ‘3 40771 (45'447««'137'451«158'926 37408 + 42'013 Total Group ...... 115.1 86.0 529.4 446.0 244,928 182,916 1,126,676 ~ 949,171 150,127 100,453 
Indiana Farmer's Guide 30.2 31.2 113.5 124.3 23,691 24,489 88,975 ‘497 936 17,552 | Canadi 
Kansas Farmer 518 50.1 167.9 177.6 39,372 38,088 127,610 '984 34,309 33,621 nadian 
Michigan Farmer ..... 58.8 53.6 212.7 212.0 45,125 41,195 3,287 162,883 22,168 17,930 | **Canadian agg al 52.2 62.9 175.3 184.2 36,544 44,002 122,767 128,883 26,623 33,586 
Missouri Farmer .. 69 78 296 28.3 252 5,933 22,520 1,548 893 5,537 | ‘Country Guide, The 51.0 50.9 237.2 2249 36,716 36,649 170696 161,924 716 36,649 
Missouri Ruralist . 39.9 37.9 1416 138.9 350 28, 107,674 105,485 25,810 24,289 | **Family Herald & , j : 
Montana Farmer ..... 64.3 68.5 201.8 228.0 48,612 51,833 152,626 172,805 41,316 46,247 Weekly Star: | r 
Nebraska Farmer ..... 77.7 82.3 297.9 5.0 58,719 62,225 5, 583 343 52,076 Eastern Edition ..... 100.9 101.4 398.7 380.6 100,943 101,403 398,732 380,652 75,923 74,969 
New England Homestead 41.4 48.0 167.1 174.6 28,986 33,213 117,010 121,862 21,742 23,885 Western Edition ... 84.2 87.2 347.7 330.4 84,223 87,221 347,719 330,480 67.415 68.948 
Ohio Farmer ........ 65.8 60.7 229.2 233.6 50,549 46,607 176,073 179,379 23,521 19,774 | *Farm & Ranch Review .24.4 30.0 124.2 125.2 17,544 21,592 89,428 90,105 17,372 20,508 
Oregon Farmer ...... 52.5 60.2 1782 200.8 39,682 45,497 134,746 151,781 36,319 42,147 | **Farmer’s Advocate & ; 
Oregon Grange Bulletin. 16.2 155 60.1 526 17,598 16,814 65,310 55,510 17,598 814 Home Magazine .... 49.8 58.7 180.4 190.9 34,870 41,097 126,330 133,581 28,781 33,438 
Pennsylvania Farmer .. 52.8 46.6 214.1 210.2 40, 5,777 64,46: 161,450 16,300 10,143 | *Farmer’s Magazine 38.3 384 181.7 1641 26,796 26,879 127,147 114,899 25,047 24,565 
Prairie Farmer ...... 77.7 74.5 .0 .0 56,558 54,213 214,789 218,412 47,601 44,743 “ _ Prairie ‘ ‘ 
Utah Farmer ........ 40.7 41.1 117.7 156.6 29,690 29,920 85,793 114,077 28,982 28,925 | _ Farmer ........... 114.4 132.9 438.5 506.1 128,730 gf 493,325 569,437 77,960 85,028 
Wallaces Farmer & lowa 6 839 319.2 323.9 64,718 65,808 250,224 254,033 58,329 60,00 cvteare Frets << S88 1A a6 Ha23 G3.164 768 ae Tie tne 
omestead ........ . . . . ‘ 5 , \ . ,005 Total Group ...... 461.0 514.5 1,767.4 1,844.5 449,074 499, — 3 38.557 
Washington Farmer ... 54.7 59.5 180.2 8 41,333 44,981 136,222 150,271 37,970 41,631 ' **April linage. Cumulative totals January-April. *May linage. Cumulative totals soit. te. a Not ae 3 - — 


Hygrade to Push Pretzel Pak 


Hygrade Bakery Co., Philadel- 
phia, baker of Hygrade pretzels, 
will later this month introduce its 
new 4-in-1 Pretzel Pak nationally. 
The campaign, largest ever put on 
by Hygrade, will be handled by 
Harry Feigenbaum Advertising 
Agency, Philadelphia. The feature 
of Pretzel Pak is the four separate 
cellophane bags enc.oseu in an 
outer cellophane bag to insure 
freshness and protect the pretzels 
from breakage. The package was 
pre-tested in several major east- 
ern markets. The campaign will 


get under way with increased tele- 
vision time on WCAU-TV, Phila- 
delphia, and later in other regions. 
It will support a heavy newspaper 
~ > eae and dealer promotional 
aids. 


Appoints William De Muth 


William J. De Muth, formerly 
Wisconsin district manager of 
Ampco Metal Inc., Milwaukee, has 
been appointed executive assistant 
in charge of national sales and ad- 
vertising of Household Utilities 
Co., Milwaukee, a distributor of 
household specialty products. 


ns Miller & 
Ns 


AMERICA’S FINEST PHOTO-ENGRAVING PLANT 
+ CHICAGO 1, 


207 NORTH MICHIGAN AVENUE 


: “Hutehin 


INCORPORATED 


ILLINOIS 


expansion of its Anaheim, Cal., 
plant, which will double last year’s 
production capacity. The Mutual 
co-op is second only to California 
Fruit Growers Exchange in amount 
of California citrus handled. 


had a limited distribution in the 
West for its Real Gold label. In- 
creased marketing under that la- 
bel and plant expansion will bring 
a considerably intensified adver- 
tising drive, 
markets will be entered. 


tual’s agency. 


Home Economics Group 
to Meet in Boston 


sociation will hold a four-day na- 
tional meeting in Mechanics Hall, 
Boston, July 11-14. They will study 
new developments in all phases of 
family living, and hear Madame 
Vijaya Lakshmi Pandit, ambassa- 
dor of India, and Dr. Marie Dye, 
president of the association. 


in the home economics field will be 
exhibited at the meeting. Some 175 
representatives of industries, com- 
mercial companies, textbook pub- 
lishers, and related organizations 
will have display booths. 


Media Promotion Moves 


New, York, has moved 
West 44th St. to 225 Park Ave. 


Most Mutual Juice 
Will Be Turned Over 
to Real Gold Label 


REDLANDS, CAL.—After one year 
of packing frozen citrus concen- 
trate under private labels (much 
of it for Minute Maid Corp.), Real 
Gold Citrus Products, the process- 
ing division of Mutual Orange Dis- 
tributors, has decided to market 
virtually its entire production of 
frozen juice concentrate under its 
own label this year. 

Real Gold is also completing an 


Until now, the cooperative has 


and other western 


J. Walter Thompson Co. is Mu- 


American Home Economics As- 


Many new commercial products 


Media Promotion Organization, 
from 


Quayle Joins Swanson 


World Federalists, has joined The- 
Oliver A. Quayle III, formerly odor Swanson & Co., New York, 


national field director of United public relations. 


om un ora nrememgn 


A) Sell the News readers 


and you sell the 
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BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


WESTERN NEW YORK’S GREAT NEWSPAPER 


KELLY-SMITH CO. 


National Representatives 
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NEW JERSEY’S FOURTH LARGEST MARKET 
Bayonne 


You bet we eat well in Bayonne. We spend 
$292.00* per person or—36% MORE on FOOD 
in Bayonne than the national average. Get 
your share of this premium market by adver- 
tising in the only newspaper with 99.85% of 
its circulation concentrated in the City of 
Bayonne. 


Bayonne... CANNOT BE SOLD 
FROM THE OUTSIDE 


*Source: Sales Management 
Send for the TIMES Market Data Book 


THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., HY. © 228K, LaSalle St., Chicage 


Ad Council Issues 2nd 
TV List on 5 Campaigns 

The Advertising Council has re- 
leased its second television bulletin 
listing five public service cam- 
paigns to be given special em- 
phasis during May and June. They 
are: U. S. savings bonds, safety 
on the highway, United America, 
forest fire prevention, and Ameri- 
can Heritage. The 8-page folder 
also indicates the materials which 
will be made available upon re- 
quest to stations, advertisers, agen- 
cies and networks. Fact sheets, 
announcements, slides, films, props 
and other visual aids have been 
prepared for the top-priority cam- 
paigns. . 

The bulletin was accompanied 
by a letter from Howard J. Mor- 
gens, Procter & Gamble vice-presi- 
dent and chairman of the council’s 
radio and television committee, 
who urged television to help 
“build good will for advertising 
and American business generally,’ 
by participating in the public ser- 
vice activities, 


Stein-Merki Moves Offices 

Stein-Merki Inc., Chicago, bind- 
ers, has moved to new quarters 
at 210 S. Clinton St. 


Many Awards 
Given to Admen 
by Chicago Club 


Cuicaco—A host of awards and 
honorable mentions for campaigns 
and advertisements in all fields, 
were announced in the 1950 Chi- 
cago Federated Advertising Club 
advertising competition Thursday 
night. More than 600 entries, 
equaling the number judged last 
year, were received. 

The winners: 

GENERAL MAGAZINES—color cam- 
paign, product selling: Pillsbury Mills 
(pancake mix); agency, Leo Burnett Co. 
Bé&w campaign, product selling: Celotex 
Corp. (homes campaign); agency, Mac- 
Farland, Aveyard & Co. Color campaign, 
institutional: Studebaker Corp; agency, 
Roche, Williams & Cleary. B&w cam- 
paign, institutional: International Har- 
vester Export Co.; agency, McCann-Erick- 
son, 

INDUSTRIAL AND BUSINESS MAG- 
AZINES—color campaign, product selling: 
Skilsaw Inc.; agency, Earle Ludgin & 


Co. Honorable mention: Micro Switch 
(Micro Switch engineering) ; agency, Ham- 
ilton Advertising Agency. B&w campaign, 
product selling: Ceco Steel Products 
Corp.; agency, Goodkind, Joice & Morgan. 
Color campaign, institutional: Armour & 
Co. (home economist series); agency, 
Foote, Cone & Belding. B&w campaign, 
institutional: Collins, Miller & Hutchings 
Inc.; no agency. 

FARM PUBLICATIONS—color cam- 
paign, product selling: Quaker Oats Co. 
(Full—O—Pep); agency, Sherman & Mar- 
quette. B&w campaign, product selling: 
Moorman Mfg. Co.; agency, Aubrey, 
Moore & Wallace. Color campaign, in- 
stitutional: Oliver Corp.; agency, Buchen 
Co. B&w campaign, institutional: Swift 
& Co.; agency, Needham, Louis & Brorby. 

NEWSPAPERS—national or regional 
campaign, institutional: Standard Oil Co. 
(Ind.); agency, Batten, Barton, Durstine 
& Osborn. Special award: Standard Steel 
Spring Co.; agency, MacFarland, Aveyard 
& Co. 


National or regional selling, over 400 
lines: Standard Oil Co. (Ind.), (‘High- 
lights of the Open Road”); agency, Mc- 
Cann-Erickson, Honorable mention: Ar- 
mour & Co. (Dial soap); agency, Foote, 
Cone & Belding. 

National or regional campaign, product 
selling: Santa Fe System; agency, Leo 
Burnett Co. 

Local campaign, institutional: Marshall 
Field & Co.; no agency. Honorable men- 
tion: Pure Oil Co. (Toledo); agency, Leo 
Burnett Co. 

Local campaign, product selling, over 
400 lines: Peter Hand Brewery Co. (Meis- 


‘DIRECT MAIL ADVERTISING 
PRODUCED AND SERVICED 


BY DONNELLEY WORKS 
BETTER - GETS BETTER 


RESULTS! cnc: dere wy... 


Years of supertane in the ye and servic- 


ing of Dea 


er-Help Direct 


ail Advertising for 


many of the nation’s largest manufacturers, gives 
Donnelley that all important “know how,” so 


necessary in the planning of Dealer-Help Direct 


Mail Advertising Plans that produce results! 


With a Donnelley produced plan, you are sure 
of a systematic, well-planned re. tailored to 


fit your 


articular sales prob 


em—the problem of 


your dealer organization, 
With a Donnelley produced plan, you are as- 
sured of the greatest value oe advertising dollar 


spent. Donnelley 


experts follow your program 


from its ¢reation to the final mg of your mail 


in the hands of prospects 


or your goods and 


services. Every step is carefully supervised! 
One of the most important functions of the 


Donnelley Plan is the final 
advertising material for mai 


poe of your 
ing. Too often this 


350 'E.22nd ST. 


last, important step of actually placing your 
advertising in the mail, is left in the hands of the 
dealer—with the result that it is never done! And 
your advertising dollars go down the drain. With 
the complete Donnelley Plan, you don’t have to 


*MAIL SALES PLANS FOR LOCAL DEALERS, SPONSORED BY 
MAJOR SUPPLIERS. 


305 E. 45th ST. 
NEW YORK 17, N.Y. 


rely on your dealers to do any of the work neces- 
sary to get your gy Mie advertising—in 


the consumer’s hands. All t 


e work is handled for 


you—planning the campaign, creating the mailing 
pieces, Swng. of the material, supplying the 


mailing 


ists, imprinting, addressing and mailing. 


For the complete story of how Donnelley can 
help you get better results from your Dealer-Help 
Direct Mail, call or write your nearest Donnelley 


office. 


largest contests. 


quickly and efficiently. 


campaigns. 


Other Donnelley Services Include: 


® Couponing-by-mail—an “Occupant List”’ of 
over 35 million addresses, 98.4% accurate! Plus 
complete addressing and mailing service. 


*® Contest Planning and Judging—supported 
by years of experience in handling the nation’s 


© Mail-Away Premium Service—executed by 
an expert staff, geared to handle large volumes, 


® Selective Market Mailings—proved by ex- 
haustive tests, national, regional, and local 


THE REUBEN H. DONNELLEY CORPORATION 


727 VENICE BLVD. — 
LOS ANGELES 15, CALIF. 
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ter Brau); agency, Batten, Barton, Dur. 
stine & Osborn. 

Local campaign, product selling, 49 
lines or less: no award. 

OUTDOOR POSTERS—24-sheet cam. 
paign: Peter Hand Brewery Co.; agency, 
BBDO; produced by Edwards & Deutsch 
Lithographing Co. Honorable mention; 
Morton Salt Co.; agency, Needham, Louis 
& Brorby; produced by National Printing 
& Engraving Co. 

Poster campaign, 3-sheet or less: no 
award. 

Single poster, 24-sheet: Standard Oil Co, 
(Ind.) (Permalube—Bull Dog); agency, 
McCann-Erickson; produced by Gugler 
Lithographic Co. Honorable mention: Ip. 
ternational Cellucotton Products Co» 
(Kleenex); agency, Foote, Cone & Beld. 
ing; produced by Gugler Lithographic 
Co. 

Single poster, 3-sheet or less: Santa Fe 
System; no agency; produced by Rand, 
McNally & Co. 

Painted boards and 
award. 

CAR CARDS—Armour & Co., (Dial 
soap); agency, FC&B; produced by Ovaj 
& Koster division, Messenger Corp. Hon. 
orable mention: Miles Laboratories Ine; 
agency, Wade Advertising; produced by 
Forbes Lithograph Co. 

DIRECT MAIL—single mailing piece: 
Abbott Laboratories; no agency. 

Mail campaign: Baxter Laboratories; 
agency, Reincke, Meyer & Finn. 

Catalogs and external house organs: 
Abbott Laboratories; no agency. 

Booklets and brochures: Rockford Mem- 
orial Hospital Ass’n.; agency, Mitchell 
McKeown Organization. 

Annual reports: Hilton Hotels Corp,; 
submitted by Monsen-Chicago Inc. 

POINT OF PURCHASE—window dis- 
play: Kellogg Co, (Kellogg All-Bran); 
produced by Zipprodt Inc. Counter dis- 
play: Minnesota Mining & Mfg. Co. (Un- 
derseal); produced by Zipprodt Inc. Other 
temporary displays: Syndication Holsum 
Bread; agency, W. E. Long Co.; produced 
by Illinois Photogravure. Permanent dis- 
plays: H. W. Gossard Co.; agency, Fred- 
erick Advertising Corp. 

RADIO—variety programs, network: 
“Breakfast Club,” Swift & Co.; agencies, 
McCann-Erickson, J. Walter Thompson. 

Special feature, network: ‘‘University of 
Chicago Round Table,’ sustaining pro- 
gram; submitted by NBC. 

Commercial announcements, network: 
“Pure Oil News Time,” Pure Oil Co,; 
agency, Leo Burnett Co. 

Local: “Listen to Cliff,’’ several partic- 
ipating clients; submitted by Station 
WBBM. 

Special feature, local: 
sored No. 6,” (no advertiser); WBBM. 

Commercial announcements, local; 
Greyhound spot announcements, Grey- 
hound Corp; agency, Beaumont & Hoh- 
man. 

Special award: Clifton Utley for out 
standing interpretation of the news; sub- 
mitted by NBC. 

TELEVISION—local: quiz show, “Car- 
tune-O,” National Foods; agency, 
Schwimmer & Scott. Variety, “Sachs 
Amateur Hour,” Morris B. Sachs; sub- 
mitted by WENR-TV, ABC. Kid show, 
“Fairteen Club,” Fair store and Pepsi- 
Cola Bottling Co.; agency, Ivan Hill Ine. 
Service, “Weatherman—Clint Youle,” 
Standard Milling Co. (Ceresota Flour); 
agency, John W. Shaw Advertising. News, 
“Clifton Utley and the News,” Peabody 
Coal Co.; submitted by WNBQ, NBC. 
Sports for the year; submitted by WGN- 
TV. Newsreel, “Chicagoland Newsreel”; 
submitted by WGN-TV. Special promo- 
tion: “S-Day,” submitted by WENR-TV, 
ABC. 

Com cial anno. ts, local; Bea- 
trice Foods Inc., (Meadow Gold butter); 
submitted by Foote, Cone & Belding. Net- 
work commercials, Universal gas range; 
submitted by Sarra Inc. 

Network, musical: “Wayne King Show,” 
Standard Oil Co.; agency, McCann-Erick- 
son. Variety, ‘“‘Garroway at Large,’’ Con- 
goleum-Nairn Inc.; McCann-Erickson, Ine. 
Quiz show, “Quiz Kids,” Miles Labora- 


spectaculars: no 


“Report Uncen- 


tories Inc. (Alka-Seltzer); submitted by 
Louis G. Cowan Inc. Kid show, “Super 
Circus,” Canada Dry; submitted by 


WENR-TV, ABC. Family-comedy, ‘“‘Kukla, 
Fran & Ollie,’ RCA Victor, Ford and 
Sealtest; submitted by NBC. 


Parker 51 Pushed in Canada 


Advertising for the new Aero 
metric Parker 51, product of the 
Parker Pen Co., Toronto, is being 
extended to daily and weekend 
newspapers in Canada this spring 
The opening advertisement, which 
appears in 36 dailies from coast 
to coast, suggests the “51” as a gift 
for graduation, Mother’s Day an 
Father’s Day. Copy also will ap 
pear in one French and three Eng- 
lish magazines, as well as the roto 
sections of English and Fren 
weekend papers. Walsh Advertis- 
ing Co., Toronto, is handling 
campaign. 


NAB Names Huffington 


B. Walter Huffington, former 
general manager of Mutual-affili- 
ated outlet WSAP-FM, Ports 
mouth, Va., has been named to the 
new National Association 
Broadcasters’ post of field mem- 
bership secretary. Mr. Huffington 
will devote his attention to mem- 
bership solicitation and field com 


tact with association members. 
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Along the Media Path 


e Western Livestock Journal, Los 
Angeles, has completed another of 
its amazing Annual -Beef Cattle 
Tours in California. Originated in 
1940 as a service to readers and 
advertisers, the tour has grown 
each year, and the one this spring 
was joined in by more than 3,000 
ranchers, educators and other in- 
terested persons from 11 states, 
Hawaii and Argentina. 

The tour covered 2,400 miles in 
13 days on the road visiting 66 
representative ranches, feedlots 
and agricultural colleges. Some 
100 private autos, two chartered 
buses and other vehicles made the 
tour, which ranged from Los An- 
geles to the Oregon border. West- 
ern Livestock Journal and its sister 
publication, Western Dairy Jour- 
nal, sponsor four other tours dur- 
ing the year. 


e KSL-TV, Salt Lake City, will 
soon have new studios at 145 Mo- 
tor Ave. which it considers the 
most modern, up-to-date and spa- 
cious of any between Chicago and 
the Pacific Coast. The year-old 
station is also adding members to 
its staff. 


e Station WSTC, Stamford, Conn., 
is taking an unusual step to reach 
its audience this summer. It has 
prepared a series of summer pro- 
grams aimed specifically at the 
nomadic portable radio crowd. 
There will be (a) beach music, 
(b)motoring melodies and (c) 
“portable playtime” programs. 


e Popular Homecraft, Chicago, has 
distributed a group of charts to 
point out not only that it reaches 
its 20th birthday this month but 
that it has reached all-time highs 
in circulation and advertising lin- 
age this year. 


e William H. Kearns Jr., formerly 
in the Office of Public Informa- 
tion under the Secretary of De- 
fense, has been named associate 


| editor in Detroit for Fleet Owner 


and Bus Transportation, McGraw- 
Hill publications. 


e No less than 4,400 people, in- 
cluding presidents and deans of 20 
colleges, attended the finals of 
the New York Journal-American’s 
8th annual tournament of orators 
May 8 at the Metropolitan Opera 
House. (The 4,400 also included 
Bernard Baruch.) 


e Walter J. Campbell has moved 
up from news editor to the new 
post of managing editor of Steel, 
published by Penton Publishing 
Co., Cleveland. 


@ Television ownership among 
Harper’s Magazine families has in- 
creased 45% since last fall, and 
11.2% of the publication’s audi- 
ence now have receivers, accord- 
ing to the latest report for Har- 
per’s “leadership panel,” conducted 
by International Public Opinion 
Research Inc. The report shows 
that of the total sets owned, 43% 
were bought during the last eight 
months; 9% eight months to a year 
> and 48% more than a year 

‘0. 

The study, conducted by mail 
during February and March among 
2,000 panel families, had a response 
of 57.3%. The TV information is 
part of a study on leisure time ac- 
Uvities which will soon be made 
available by the magazine. 


® The Journal, Portland, Ore., 
has adopted a new Mergenthaler 

otype typeface—Gothic #17 
condensed—for classified ad pages. 
Formerly a line of 10% picas car- 
ried 13 characters of 18 points; the 
new type sets 14 characters of 30 


points per line...The Journal has 
just completed its first interior 
decorating classes. More than 400 
attended a series of eight sessions. 


e Station WPIT, Pittsburgh, has 
adopted the gimmick of having its 
listeners do the quarter-hour sta- 
tion breaks, via recordings. Station 
WNEW in New York used cab 
drivers and Station WMGM used 
Hollywood stars. But WPIT is 
content to have its listeners give 
their name and address and vouch 
that WPIT is the station to which 
they listen most. 


e The Milwaukee Sentinel Sports 
& Vacation Show closed its doors 


April 30 and found that the total 
of 162,326 visitors was 50% higher 
than last year’s count. In previous 
years, the show was held in the 
old Auditorium. This year, the 
show moved into the new Arena, 
and the Sentinel’s Great Lakes 
Boat Show operated simultaneous- 
ly in the Auditorium. Visitors were 
able to see the two shows for the 
same admission price. 


e The New York Times mailed 
book promotion kits to more than 
600 booksellers on May 19. The an- 
nual vacation book campaign pack- 
age includes easel posters, counter 
cards, window streamers, inserts, 
ad mats for tie-ins and the an- 
nouncement that the “vacation 
book” issue of the paper’s. weekly 
book section will appear June 11. 


e@ Industrial Equipment News, 
published by Thomas Publishing 


birthday by sending special “thank- 
you” letters to all of the adver- 
tisers who bought space in the pub- 
lication during the first year. 
About 75% of them still run ads, 
according to F. Morse Smith, vice- 
president of the company. 


e Station KOMO, Seattle, on April 
28 broadcast a rousing one-day 
salute for the centennial celebra- 
tion of Olympia, capital of the state 
and first major Washington city 
to reach the 100-year mark. The 
station’s 18 hours on the air were 
loaded with salutes, centennial an- 
nouncements, special programs, 
mention of the centennial in all 
local shows, and special spot an- 
nouncements in which advertisers 
tied in with the celebration. 


e Station WGIL officials sparked 
a big celebration in Galesburg, IIl., 


on May 8. It was the fifth anniver- 
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Truman’s birthday; it was the 
first public appearance Mr. Tru- 
man made on his current tour and 
it was the first time that a living 
president had visited the city 
since McKinley dropped in. The 
birthday cake, incidentally, was 
enormous. 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door Selling — better known 
as DIRECT SELLING —is building 
iant volume quickly for many manu- 
acturers. It may be your answer to 
dwindling volume, vanishing profits, 
soaring costs, and cut-throat competi- 
tion. Direct Selling is fully explained 
in fascinating booklet—mailed FREE. 
Please write on your letterhead. 


OPPORTUNITY MAGAZINE 


Co., New York, celebrated its 17th | sary of V-E Day; it was President | Dept. a-15, 28 E. Jackson BI., Chicago 4, lil. 


it is, ready-made and waiting for you. 


A CITY LARGER THAN DETROIT 


WILL MOVE TO COLORADO 


How would you like to find a market that will help you level out 


your summer sales valley with extra summer sales? Well here 


This summer, the rich Colorado market will be increased by 2,350,000 out-of-state vaca- 
tionists. That's more people than live in Detroit. And while these 2,350,000 extra people are 
enjoying “the nation’s roof garden,” they'll be in a gay spending mood. They'll spend 
$213,000,000 in Colorado...that’s $213,000,000 in extra summer sales over and above 
the regular market. 

Your share of this lush summer business is worth getting. And the most logical, econom- 
ical way to get this extra business is to increase your summer advertising in the most widely 


read selling medium in the Rocky Mountain Empire... THE DENVER POST. 


CIRCULATION 
ao . 227,028 
Sunday... - . 357,406 
Roto, Comics, Magazine . . 392,031 


A.B.C. Publisher's Statement —Sept. 30, 1949 


THE DENVER POST 


Editor and Publisher, Palmer Hoyt 


y, Regan & Schmitt, Inc. 


Represented Nati y 
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Philip Morris Knocks 
on Door of Big X 


‘No Hangover,’ ‘Dare’ 
and ‘Nose Test’ Pay Off; 
1st Quarter Sales Mount 


By MAuRINE CHRISTOPHER 

New YorkK—Using a sledge ham- 
mer technique reminiscent of 
Lucky Strike’s late George Wash- 
ington Hill, Philip Morris last year 
forged its way to the most spec- 
tacular gains of any of the big 
five cigaret brands. 

At first content to let its “nose 
test” speak for itself, the com- 
pany now blatantly dares any 
other manufacturer to make a 
comparable claim. “We dare them 
all,” a confident voice booms on 
Philip Morris & Co.’s video and 
radio shows. “We dare them all” is 
reiterated in bold-face type in 
newspapers. 

The “less irritating’ theme, 
which Philip Morris used to break 
into the popular-price field in 
the ’30s, is being played louder 
than ever these days, despite the 
Federal Trade Commission’s pro- 
nouncements against “mildness” 
claims. 


= Made to order for television, the 
“nose test” (“Take a puff on a 
cigaret. Don’t inhale. Let the smoke 
come slowly through your nose.”) 
has given rise to TV’s only candid 
commercial. Every week Allen 
Funt’s “Candid Camera” (CBS- 
TV) shows unsolicited, unre- 
hearsed testimonials to Philip Mor- 
ris’ “mildness.” 

To keep smokers “calling for 
Philip Morris,” the company allots 
a much higher percentage per dol- 
lar of sales to advertising and pro- 
motion than does any of the big 
three (Camel, Lucky Strike, Ches- 
terfield). This year more than 
$10,000,000 (a conservative esti- 
mate) will be spent to keep Phil- 
ip Morris’ sales moving upward. 


w= In the 1949 calendar year, the 
company’s sales gain for the Phil- 
ip Morris brand—4.5 billion cigar- 
ets or 15.5% over the 1948 cal- 
endar year—exceeded that of the 
industry as a whole, which gained 
3.6 billion or 1.1%, according to 
Harry M. Wooten, tobacco consult- 


2 for the fiscal year ended 
March 31 hit an all-time high of 
$255,752,000—a gain of approx- 
imately 12% over the previous 
year’s figure of $228,372,000. Net 
earnings were $15,303,184, against 
$12,498,058 for the preceding year. 

No comparative figures industry- 
wise are available yet for 1950, 
but the quarter ended March 31 
was an exceptionally good one for 
Philip Morris, now No. 4 in do- 
mestic consumption. The trend is 
still up. 

This record is even more arrest~ 
ing when viewed against the com- 
pany’s background. Having power- 
housed its way into the big league 
in the ’30s, PM knocked Old Gold 
out of fourth place in 1938. The 
war years, of course, were boom 
years, but shortly thereafter the 
company’s sales and financial foot- 
ing took a sudden nose dive. 


@ Early in 1946—after company 
executives admitted that monthly 
earnings were down sharply—a 
stock issue quickly turned into a 


PRESIDENT—O. Parker McComas poses 
in the company’s new offices at 100 
Park Ave. 


financial fiasco when most of the 
preferred subscribers canceled 
their subscriptions. 

The finaficial aspect of the 
crisis was soon resolved when the 
company obtained, with no further 
difficulty, a $32,000,000 loan from 
Equitable Life Insurance. Regain- 
ing its lost sales position was a 
more difficult matter. Since much 
of the difficulty had stemmed from 


SMOKE DREAMS—Board chairman Alfred 
E. Lyon smokes Lyon’s Own, a special 
Philip Morris tobacco mixture. 


over-stocking of the war-packaged 
cigarets, the first move was to see 
that everybody who bought Philip 
Morris got a fresh pack. The sales 
organization was revitalized. Then 
president, now board chairman, 
Alfred E. Lyon brought several 
new executives into the company. 

In mid-1948 Biow Co. discov- 
ered “cigaret hangover” and sales 
began to mount. The “no cigaret 
hangover” claim, which purport- 
edly caused millions of heavy 
smokers to switch to Philip Morris, 
still gets big play, although the 
nose test is the current leading 
lady of PM’s advertising. 


@ Radio—the best vehicle for the 
company’s living trademark, John- 
ny (at least in pre-television days) 
—gets a greater share of the ad- 
vertising budget than any other 
medium. In past years Philip Mor- 
ris changed its radio lineup fre- 
quently, wasting no time in can- 
celing a program which failed to 
produce. 

In the past three years or so, 
the cigaret maker sponsored, and 
dropped in short order: “It Pays 
To Be Ignorant,” “Call For Music,” 
“Philip Morris Frolics,” “Every- 
body Wins” with Phil Baker, 
“Philip Morris Playhouse,” Milton 
Berle and Rudy Vallee. 

Not too many months ago the 
daytime radio lineup was revised, 
with “Queen for a Day” and 
“Against the Storm” (Mutual) be- 
ing canceled in favor of “Ladies 
Be Seated” and “One Man’s Opin- 
ion” (ABC). 


s “Our advertising program must 
be completely flexible,” O. Parker 
McComas, president, told AA. 
“Some people try to draw patterns 
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from time to time, but we don’t be- 
lieve in that. We reexamine all 
media from time to time to evalu- 
ate the proceedings. 

“If, as a result of these reex- 
aminations, a change is made, it 
doesn’t necessarily mean that a 
particular program or campaign 
has failed. It may well mean that 
we have found something better.” 

Its present nighttime radio sche- 
dule—all on CBS— includes Ralph 
Edwards’ “This Is Your Life,” 
“Crime Photographer” and Horace 
Heidt’s “Youth Opportunity Show.” 
The latter has been sponsored by 
the company for three years, the 
others for nearly one year—which 
by past Philip Morris yardsticks is 
a long time. 


a “Candid Camera” is the com- 
pany’s only network TV show, but 
Patrick H. Gorman, advertising 
manager, and his aides are con- 
stantly looking at new shows. Hor- 
ace Heidt and Ralph Edwards are 
both bucking for video assignments, 
and TV spots are scheduled from 
time to time. 

In video, as in radio, the com- 
pany has shown no hesitation in 
dropping a program which fails to 
please. Tex and Jinx lasted 26 
weeks before being replaced by 
“Candid Camera.” 

Experimenting with a daily five- 
minute TV strip, the company gave 
up the idea when first “Ruthie on 
the Telephone,” then Herb Shriner 
made a poor showing. 

Weekly newspaper and bi-week- 
ly Sunday comic ads throughout 
the country also urge people to 
“Call for Philip Morris” when they 
buy cigarets. Starting this month 
outdoor is being used on a test 
basis in New England. 


ws While Philip Morris gets the 
major share of the company’s at- 
tention and advertising budget, 
four other brands—Marlboro and 
Spud cigarets, Bond Street and 
Revelation pipe tobaccos—share a 
promction allotment of more than 
$1,000,000. 

Marlboro, “America’s luxury 
cigaret” in a “choice of ivory tips, 
plain ends and beauty tips,” is 
plugged in single-column ads in 
newspapers in selected cities and 
in class magazines and Sunday 
magazine supplements. Radio spots 
and daily comic strips are used for 
the mentholated Spud. 

Pipe smokers in most major 
cities are reminded to buy Bond 
Street tobacco in Sunday comic 
ads appearing on alternate weeks. 
Revelation pipe tobacco is featured 
regularly in hitch-hikes on net- 
work broadcasts. 

No advertising is used currently 
for Lyon’s Own, Country Doctor 
and Barking Dog tobacco, nor for 
four other cigaret brands—Players, 
English Ovals, Dunhill and Fleet- 
wood. 


@ Biow Co.-and Cecil & Presbrey 
share the billings from Philip Mor- 
ris advertising, with the former 
getting by far the larger share. 
Biow places everything with the 
exception of Bond Street, Revela- 
tion and Philip Morris’ daytime ra- 
dio and the outdoor test, which are 
handled by C&P. 

Before the sound of PM’s radio- 
TV advertising fades away, the 
wheels of merchandising have 
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PHILIP MORRIS 


CIGARETTES 


GOLDEN RULE—Helping itself by helping 
the retailer, Philip Morris uses Johnny 
signs for partnership selling. 


started rolling. Johnny Roventini, 
a midget page boy discovered by 
Milton Biow in the Hotel New 
Yorker in 1932, bridges the gap, 
In a flash of inspiration, Mr. Biow 
asked the economy size Johnny to 
page “Mr. Philip Morris.” He has 
been doing it ever since. 

The ever-present Johnny, who 
sounds his call on radio and video 
in person and appears in windows 
and newspapers in replica, serves 
as the perfect liaison between ad- 
vertising and merchandising. 

The company’s merchandising 
pattern is based on a concept of 
total warfare. PM executives feel 
no less is possible in a business as 
competitive as selling cigarets. 


a “We integrate sales, advertising, 
public relations and employe re- 
lations in one sell-all-the-time 
program,” Zenn Kaufman, mer- 
chandising director, said. “It’s a 
high velocity business. Why, every 
hour this morning 60,000,000. cig- 
arets will be sold!” 

Although intended primarily to 
sell cigarets, Philip Morris adver- 
tising serves the secondary func- 
tion of making friends for the com- 
pany whenever possible. “We be- 
lieve it’s possible to do something 
of value to the community in con- 
junction with advertising,” he said. 
“Each small business man owes 
certain responsibilities to his com- 
munity; similarly a national busi- 
ness has to be part of the nation.” 

The cigaret manufacturer has 
received commendations from the 
Board of Fire Underwriters, the 
International Association of Fire 
Chiefs and numerous hotel groups 
for its fire prevention drive. 


ms Johnny advises on Philip Mor- 
ris signs in hotels throughout the 
country: “When you smoke, smoke 
carefully.” As a tie-in with the 
company’s drive “to make every 
week fire prevention week,” a fire 
chief’s life was retold on the “This 
Is Your Life’ program. Salesmen 
in the course of their rounds visit 


fire houses to give the “nose test” 
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to men on duty. 

Partnership selling is another 
vital aspect of the company’s com- 
bined public relations-merchandis- 
ing-advertising activities. Counter 
cards and standing Johnnies, in 
appropriate settings, suggest, “Call 
for Philip Morris. Take your 
change in candy and gum,” and 
“There’s nothing like a good cup 
of coffee and a pack of Philip Mor- 
ris.” 


sin this manner the company 
seeks to help itself by helping 
dealers. The same strategy is used 
on salesmen. At annual sales meet- 
ings, a map of the United States 
is taken apart as each section sales 
manager is handed his territory to 
dramatize the fact that that part 
of the country belongs to him. 

The company’s field force, under 
the direction of Ray Jones, vice- 
president in charge of sales, is re- 
sponsible for doing a preliminary 
and follow-up merchandising job 
on Philip Morris’ traveling radio 
shows. ; 

Horace Heidt is received royally 
by local dignitaries—at least one 
of whom appears on the air to 
make pleasant remarks about the 
band leader’s sponsor—as he trav- 
els from city to city giving hope- 
ful amateurs a chance on the 
“Youth Opportunity Show.” 

The white heat of the coming of 
the Heidt show is used to romance 
the trade. Afterward, local win- 
ners are posterized heavily. 


s Philip Morris’ penchant for 
dramatizing a sales situation was 
well illustrated some time ago at 
a sales meeting. Salesmen, who 
arrived early, found the walls 
plastered with signs asking “Who 
is William Dawes?” Nobody seem- 
ed to know. The receptionist, be- 
labored with queries about Dawes, 
finally, in self-defense, put up 
a “Don’t ask me” sign. 


SALES MAN—Allen Funt looks on as an unrehearsed subject goes through the 
nose test before the “Candid Camera” (CBS-TV) and provides Philip Morris with a 
commercial. 


When the meeting got under 
way, the mystery was soon solved. 
Mr. Dawes, who, it seems, took the 
midnight ride along with Paul Re- 
vere, was identified by Philip 
Morris executives as the “original 
forgotten brand of history.” 

“Both represented the same 
product, both took the same ride, 
but one—Paul Revere—got the ad- 
vertising,” it was pointed out. 


a Mr. Jones, a veteran with the 
company; Robert S. Larkin, ex- 
Compton Agency account execu- 
tive, now promotion manager, and 
Mr. Kaufman, merchandising man- 
ager of Calvert Distillers before he 
switched to Philip Morris, all 
spend a great deal of time in the 
field. 

A part of the time they attend 
conventions, but mostly they work 
with the sales force on “day-in- 
and-day-out problems.” Purpose 
of these trips is to upgrade the 
selling of the men in the field. 
Like a tennis player who improves 


his game by playing with some- 
body better than he, the salesmen 
improve their technique by watch- 
ing the executives in action. 

Convinced that its advance will 
continue full speed ahead, the 
company is negotiating with Wall 
Street investment houses for a 
new stock issue to raise $25,000,- 
000. The great majority of this 
will be used to build up PM’s to- 
bacco inventory—a necessary pre- 
caution for expanding sales, since 
cigaret tobaccos must be aged 
about two years. 

Meanwhile, the company con- 
tinues to pour a high percentage 
of each sales dollar into advertis- 
ing to keep pounding its sales mes- 
sage into the mind of evéry po- 
tential buyer. 


Boston School to Cory Snow 


Cory Snow Inc., Boston, has 
been named by Robert’s Technical 
Trade School Inc., Boston, to han- 
dle its advertising. Newspapers 
and some direct mail will be used. 


Waste of Money 
in Packaging Told 


New YorK—Industry wastes a 
great deal of time and money in 
packaging because most package 
designers do not have sufficient 
training, Jacques Martial, partner, 
Martial & Scull, warned in a talk 
on “The Art of Packaging,” at New 
York’s Public Library, May 9. 

Mr. Martial, a faculty member of 
Hunter College and an instructor 
for adult education courses on 
product design at the College of the 
City of New York, described pack- 
aging as the art of creating and 
producing the kind of packages 
that “enhance products and stim- 
ulate sales.”” Admitting the import- 
ance of commercial art in packag- 
ing, he pointed out that the crea- 
tive group should receive further 
training in engineering and pro- 
duction problems. 


ws Listing the most important fac- 
tors as analysis of sales appeal, 
appearance, cost, production, and 
function, Mr. Martial pointed out 
that failure to produce the right 
kind of package is “usually due to 
incomplete or total lack of such 
preparation.” 

Mr. Martial recommended that 
package designers work with mer- 
chandising, advertising and pro- 
duction departments to improve 
and further the sales impact of 
packaging. 


Caldwell Extends Campaign 

Caldwell Linen Mills Ltd., Iro- 
quois, Ont., has extended the ad- 
vertising for Caldwell towels to 
daily newspapers in major centers 
in eastern Canada. Copy features 
14 new colors. Schedules also are 
appearing in national women’s 
magazines and roto sections of two 
Canadian weekend papers. Har- 
old F. Stanfield Ltd., Montreal, is 
the agency. 


» & 


Casey Joins Allied as V. P. 


Leo Casey, publicity director of 
the New York World’s Fair, has 
been named vice-president of Al- 
lied Syndicates Inc., New York. 
A former publicity director of the 
Republican national committee, 
Mr. Casey was a close associate 
and publicity adviser of Wendell 
Willkie. He was American adviser 
to the Canadian government’s 
Wartime Information Board. 


Fadden Pump Names Walker 


Fadden Pump Co., Minneapolis, 
has named Harold C. Walker Ad- 
vertising, Minneapolis, to handle 
advertising and promotion of a 
new shallow well pump for use 
in homes not served by urban 
water mains. Consumer and trade 
advertising, plus direct mail and 
= promotion material, will be 
used. 


GE Dealers to Air TV Show 


Los Angeles General Electric 
dealers have signed to sponsor 16 
major feature motion pictures of 
past years on KECA-TV, Los An- 
geles, beginning May 21. Major 
appliances will be promoted on 
the 1%-hour telecast. Irwin Ad- 
vertising Agency, Beverly Hills, 
handles the account. 


Wilson Appoints Korn 


Wilson Mfg. Co., Boston, manu- 
facturer of wallets, billfolds and 
personal leather goods, has placed 
its advertising with Louis Robert 
Korn & Co., Boston. Trade adver- 
tising is being used now, with 
consumer advertising to follow in 
the fall. 


Appoints George Bailey 


George A. Bailey has been ap- 
pointed advertising and publicity 
manager of Old Town Ribbon & 
Carbon Co., Brooklyn. 


Bergman-Jarrett Moves 


Bergman-Jarrett Co., New York" 
agency, has moved to larger quar- 
ters at 33 W. 46th St. 


pe 


Our congratulations to the Standard Oil Co. (Indiana) 


and its advertising 
agency McCann Erickson Inc. for the development and production of this 


prize winning poster. 
We are proud to be on the team. 


The Gugler Lithographic Co. 
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three times 


“FOR HALF THE COST... 


This little story has to do with a classified advertiser 
who used the same copy in two advertising papers— 
4” in ADVERTISING AGE, 5” in the other. Result: 
ADVERTISING AGE produced 32 sales against 18 
produced by the other paper. ; 

In recapitulation, the advertiser reported: “Thus, 
for about half the cost, ADVERTISING AGE pro- 
duced nearly twice the volume of business, and over 
three times the gross profit.” 

Yes, it does pay to use classified—if you use it in 
ADVERTISING AGE’s 
where the eager readers look for men and materials, 
ideas, services and equipment. 


the Profit!" 


“Advertising Market Place” 


No. 3622. Rural Ownership of Hand 
and Power Tools. 

The number of hand and power 
tools owned per thousand Capper’s 
Farmer subscribers is tabulated in 
this study, “Ownership of Hand 


and Power Tools.” The study, 
which is offered by Capper’s 
Farmer, shows an ownership 
breakdown of 11 types of power 
tools and 24 types of hand tools. 
Eighty hand tools are reported 
used by the average farmer cover- 
ed, and 3,414,000 power tools are 
“owned by the 1,300,000 farmers 
represented by the study. 


No. 3613. Fashion Buying Habits of 

Young Women Analyzed. 

“Fashion Buying Habits of To- 
day’s Woman Readers” is an ex- 
haustive new study in which the 
publication analyzes buying prac- 
tices as to number of purchases per 
year, prices paid, favorite colors, 
preferred fabrics, where shopping 
is done, and brands last bought. 
The study covers dresses, suits, 
coats, furs, blouses, slacks, bathing 
suits, gloves, handbags, footwear, 
hosiery, lingerie, etc. 


No. 3615. Canning, Glasspacking, 
Freezing Plant Data Folder. 
Food Packer’s “Media Data File” 
is a study of 4,272 canning, glass- 
packing and freezing plants con- 
stituting the “canning industry.” 
Annual production, expenditures, 
acreage devoted to food crops for 
canning, glasspacking and freezing, 
and buying control are analyzed. 


No. 3616. Influence of Management 
Men on Corporate Purchases. 
A study of 214 representative 
companies, “How Do They Buy?” is 
offered by U. S. News & World Re- 
port, The booklet reports on mini- 
mum purchases requiring execu- 
tive approval, percentages of of- 
ficers and non-officers participat- 
ing in purchases, and dependence 
on subordinates. 


Information for Advertisers 


No. 3617. Analysis of the Liquor 
Market. 

“The Liquor Market” is a new 
study offered by Nation’s Business. 
The booklet indicates “almost two 
out of every three adults (65%) in 
America report they drink some 
kind of alcoholic beverage.” This 
market is further analyzed by fre- 
quency, sex, economic and educa- 
tional levels. The market data are 
also correlated for evaluation of 29 
media for liquor advertising. 


No. 3610. New Point-of-Sale Tech- 
nique. 

“Keep Your Eye on this One” 
is a descriptive brochure offered by 
Consolidated Lithographing Cor- 
poration, Brooklyn. It discusses the 
use of ‘“Magicast,” a new develop- 
ment which creates the illusion of 
complete movement of any sub- 
ject, the material used being dur- 
able, water- and weather-resistant, 
color-fast, light in weight, and 
easy to ship. Display subjects ren- 
dered in this technique seem to 
turn and follow the viewer’s eye. 
However, no moving parts are 
used, the illusion being created by 
reproducing the subject on a 
rounded, concave surface. 


No. 3611. Color Ads in Washington 
Post. 

The Washington Post offers a 
reprint section, “Do You Realize 
You Can Buy Color Advertising at 
a Very Favorable Rate?” show- 
ing actual samples of recent use 
of colors in the newspaper. Sam- 
ples show the use of a wide range 
of colors—available in units of 
1,000 lines or more. 

No. 3618. New Survey of the Auto- 
motive Service Market. 

Motor Service offers a new eight- 
page market and media booklet en- 
titled, “1949 Service Job Analysis.” 
Service job volume in car dealers’ 
and independent repair shops dur- 


ing 1946-49 is shown. 


Note: Inquiries for items listed above will not be serviced beyond July 3. 


USE COUPON TO OBTAIN INFORMATION 


NAME 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted) 


PrrIrrrrrririiitittteeteeeee 


COMPANY | 


ADDRESS 


card discounts insertions 


HELP WANTED 


and 


space over inches apply on display 


POSITIONS WANTED 


Following positions currently open. 
All lecated Chicago and Mid-west. 


Copywriter—Pkg. Gds. agcy exp....$15,000 
Copywriter—top agcy. food exp. 12,000 
Copywriter—indus. agcy exD..... 9,500 


Copywriter—agcy. exp. appli. p 
Copywriter—Yg. varied, agcy. exp 
Art Dir.—visualize, supervise dept. 
Art Dir.—food group, agcy exp. 
Asst. Art Dir—visuals to comps. 
Layout Art.—agcy. food exp. 
FRED J. MASTERS 
ADVERTISING & PUBLISHING 


185 N. Wabash Fr. 2-0115 © Chicago 
SPACE SALESMAN 
Weekly business magazine, established 


more than half a century, covering key 
industry has opening for experienced, 
aggressive space salesman. Send complete 
details including remuneration expected to 
Box 3124, ADVERTISING AGE 
11 E. 47th St., New York 17, N.Y. 


ACCOUNT EXECUTIVE 

For Highly rated Chicago Advertising A- 
gency. Must be experienced and a good 
closer. Salary for handling present agen- 
cy account, plus commission on your own 
billing. Partnership arrangement for right 
man. Write in detail. Address: 

Box 3156, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

Desirable Openings in All Phases of 
ADV—EDIT—GRAPHIC ARTS 
Ask for ELINOR KENT 
TRIANGLE EMPLOYMENT AGENCY 

202 S. State St. 4th fl. Ha 17-6520 
ADVERTISING, MARKETING TEACHERS 
for leading colleges and Universities. 
Salaries to $7000. Give Phone, Photo, 
Qualif. Cline Teachers Agency, East 
Lansing, Michigan 
YOUNG ADVERTISING MAN WANTED 
A well established manufacturer of in- 
dustrial equipment, located in Chicago, 
needs a young man to act as assistant to 
the Advertising Manager. The ability to 
think creatively and write clearly and 
convincingly is an essential requirement. 
Industrial advertising experience and 
some sales experience will be helpful 
qualifications. Write for interview, stating 
your age, education, experience and sal- 
ary requirements. Our Advertising Depart- 
ment knows about this ad. 

Box 3162, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


PERSONALIZED SERVICE 
We have clients looking for outstandine 
individuals in Merchandising, Advertis- 
ing, Sales Promotion and Management. 
D*t* 


Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 
THE HONES COMPANY 
14 E. Jackson Blvd. Chicago 4, Ill. 
SPACE SALESMAN 
Business magazine leader in key industry 
has opening for experienced aggressive 
space salesman. Salary and bonus. Write 
complete details age, experience, past 
earnings. 
Box 3164, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
MEDIA 
ASSISTANT 
Chicago 4 A agency. Media director seeks 
woman assistant with experience in media 
and market analysis. Insurance and pen- 
sion benefits. 
Box 3166, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. Harrison 7-2063 Chicago 


POSITIONS WANTED = 


ARE YOU SATISFIED WITH YOUR 
SALES PLANNING OPERATION? 
If not, man with MBA degree and 12 years 
top research experience in Chicago 4A ad 
agencies, government and with food man- 
ufacturer may be answer to your problem. 
Would leave present responsible job for 
real opportunity to utilize outstanding 
qualifications in marketing-minded firrn 
Box 3165, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ml. 


I’M NOT AN ADV. EXEC. 
But I’m willing to become one. Reta‘! 
adv., space sales, production exp. 24 
yrs. old, married, Northwestern grad. 
Consumer adv. dept. preferred. 

Box 3167, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Public, private experience, knowledge of 
taxes. Desire printing, publishing or 
agency, Chicago location with opportun- 
ity. Now comptroller chain of small daily 
newspapers and radio stations. Age / 
Box 3159, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TOP-NOTCH EDITOR, 

PUBLICITY MAN AVAILABLE 
I want to get out of a pleasant rut and 
begin life—not at 40, but at 38—in a 
challenging new post. 
I will take full charge of your trade or 
house publication, your small or medium- 
sized daily, or fill a key spot in your 
public relations department. 
In 19 years’ experience as reporter, news- 
paper and trade publication editor, and 
army public relations specialist, I have 
learned all phases and methods of low- 
cost operation and have earned an envi- 
able record for harmonious relations. 
I am happily married, college trained, 
and available on short notice. 
If you want a man with ideas and the ab- 
ility to translate them efficierttly into 
action and are willing to compensate per- 
fectionism, please write 

Box 3160, ADVENTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

YOUNG AGENCY ACCOUNT EXEC 

Formerly asst. adv. mgr. internat. known 
indust. mfgr. desires more responsibility 
—to work with energetic crew and build 
for future—to retain identity. Ability 
proven. Finest references. U. of Mo. grad, 
27, Vet. Relocate or travel. 

Box 3161, ADVERTI®*NG AGE 

200 E. Illinois St., Chicago 11, Ill. 

Casting an ambitious eye... 

toward greater creative opportunities, 
responsibilities in food field. Ass’t. Adv. 
Mgr. large food processor, age 30, Jour- 
nalism grad. Sales promotion and pub. 
rel. qual., too. 
Box 3163, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


GET MORE FOR YOUR 
HOUSE ORGAN DOLLAR 
All-around editorial, production man, 30, 
can put out your house organ better, for 
less. Magazine, trade journal, house org- 
an, reporting & copydesk background 
Presently editor TV magazine. 

Box 3169, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Tl. 


BUSINESS OPPORTUNITIES 
Midwest daily above $10,000 monthly 
gross; central location; half-century back- 
ground; never offered for sale; from 
owner who has other interest; identify 
yourself, evidence financial capacity: 
quick, clean deal desired, write 

Box 3146, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

TO AN INVESTOR 

Who wants to get into the publishinr 

business. A Chicago publisher wants tc 

devote his entire time to his local busi- 

ness. Will sell an established New Eng- 

land publication, servicing a growing 

market. Write for particulars. 

Box 3168, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
MISCELLANEOUS 
FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations 
John Andrews 1504 Dodge, Omaha, Nebr. 


BLACK LIGHT SPECIALIST 
Creates art work for posters, murals & 


illustrations. Full information on re- 
quest. Jo Engle, 3638 N. Kimball Ave., 
Chicago 18, Illinois KE 9-3378 


QUALITY PRINTING 

Fast service 10,000 copies Publications, 
Catalogs, etc. 52 pages Digest size, com- 
position, stock, presswork, binding com- 
plete $665. Publishers Associates, 225 N. 
Michigan Ave., Chicago 1, Illinois 
FULLY EQUIPPED ART STUDIO 
Available to 1 or 2 free lance artists in 
exchange for services to small Chgo agcy. 
Peterson, 1428 Opera Bldg. CE 6-6749 


PUBLISHERS REPRESENTATIVE 
representing seven of the oldest and best 
foreign languag spapers in New York 
City in the classified field since 1944 with 
over $360,000 in gross billing for 1949 
(and incidentally for the first four months 
of 1950 we're ahead of '49) is looking 
for a partner to invest for a 50% interest. 
Although the money is important it is sec- 
ondary to the fact that the man | am 
looking for would have to take 
charge of an office 


(includi 
ih 


complete 
employing 28 people 
per ole} and have a 


in the newspaper 


in) k L 


or agency field. For the t seven years, 
| have been dividing my P mes between New 
York and Chicago and find 
will» . rR who 1 
will net person can ify, a 
minimum of $15,000 a . — 
Box 7614, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Must have ability to 


LOUISVILLE AD MAN NOTICE 


Progressive agency with top-flight organi- 
zation and substantial Louisville billing 
wishes to open Louisville office. We are 
looking for experienced Louisville ad man. 


offer good proposition. Answers will be held 
in strictest confidence. 


Box 7619, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


get billing. We can 


Advertising Age, May 22, 1gamm 


WANTED: 


Consumer Research and 
Merchandising Man 


Aggressive young man with 
background in research, 
Must be willing to do field 
work in developing mer- 
chandising plans, checking 
distribution, consumer reac- 
tion, conducting copy tests 
and research. Medium sized 
agency with large national 
accounts. Our people are 
informed of this ad. | 


Box 7617 ADVERTISING 
AGE, 200 E. Illinois St. 
Chicago, 11, Ill. 


WE NEEDA 4 
TOP FLIGHT 
COPYWRITER 


with packaged goods experience 
in grocery field. 


Have you a variety of experience 
on national accounts? Can you 
create consumer campaigns with real 
emotional appeal . . . write hard 
hitting selling copy with merchan- @ 
dising flair . . . supervise? Then @ 
write us... we'll keep it confiden- 
tial. This is a medium sized Chicago 
agency, with large national ac- 
counts. Our staff knows of this ad- 
vertisement. 


Box 7618, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill, 


HERE’S A 4 
PROFIT-MAKER : 


Do you want profitable results? Thi 
experienced ad executive will produg® 
profits for your agency. 22% years if 
the field plus superlative business antl 
advertising education at two Chicag@ 
universities and Air Force schooli= 
13 years advertising experience @ 
agencies and free-lance; 6 years exect# 
tive business management; 3% yeaml 
Air Force PR-Combat Intelligencg 
overseas in four continents, two si 
perior efficiency ratings. Knows iff 
dustrial and consumer advertising a 
A/E in “hard” and “soft” lines. Result 
producing copywriter. Unusually fiw 
ent speaker. Effective in PR, dire 
mail, research, sales promotion, radigj 
merchandising. Unusually fine bust 
ness memberships, Protestant, Masom 
$12,000 salary, will take less with bont! 
and future. Chicago only. 


Box 7616, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IL 


PROFIT-MAKING MAGAZINE 
FOR SALE 

Here’s an excellent opportunity i 
someone interested in the juv 
publication field—a magazine for 
in the 11 to 16 age group. 
This is a well-established, profitalll 
magazine. It is a member of 8 
Reason for selling —publisher’s do@ 
tor’s orders. 
Sale price based on net earnings oval 
past five years. May be purchased witim 
moderate down payment and balang@ 
from earnings—or cash sale if desire™ 
Purchaser must be a responsible 
vidual or organization. Replies 
strictly confidential. 

Box 7615, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, IL 


REPRESENTATIVES: We design and 
produce permanent displays for 
advertiser distribution to their 
dealers. We invite correspond- 
encé from qualified men who call 
on national advertisers. 


HARVE FERRILL & COMPANY 
11 E. Walton Place 
Chicage 11, Il, 
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NEW SUBSCRIPTION ORDER FORM 


Please enter my Advertising Age subscription for 


[) 1 Yr. at $3 ( 52 issues) 
(] 2 Yrs. at $5 (104 issues) 
() 3 Yrs. at $6 (156 issues) 


Name. 


{_] Payment enclosed 
(] Bill me 
() Bill my firm 


TitLe— 


Firm 


BusinEss. 


STREET 


City 


ZONE _STATE 


But send my weekly copies to 


Home Appress 
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Erlanger Brewing 
Co. to Introduce 
Golden Brew Beer 


PurLapeLPHIA—Otto Erlanger 
Brewing Co. will introduce its new 
Golden Brew beer to the public 
of this month. At the 
same time, it will launch a heavy 
regional advertising campaign in 
newspapers, outdoor and at point 


the end 


of sale. 


Much of the promotion for Gold- 
en Brew will be built around Er- 
langer’s weekly television talent 
show on WCAU-TV, 10 to 10:30 
p.m. each Thursday night. E. L. 
Brown Agency, Philadelphia, han- 
B dies the account, and Roland Is- 
rael produces the television show. 

Release of the new beer to the 
regional market followed a test 
campaign in Philadelphia. o——_ 
1 
years’ of research. Feature of the 
is its paler color, 
lighter body and stability. First 
“de- 
livery” theme and illustration of 


Brew was developed after 
new product 
advertising will feature a 
a stork and a’new-born baby 
NBC Pomotes Close 
Richard H. Close 


New York, succeeding John 


department. 


Gets Insurance Account 


ance Companies, Columbus, 


Initial advertising will 


pers, stressing full 
coverage at lower rates. 


Quaker Oats Moves Office 


chandise Mart. 


has been 
named manager of national spot 
sales of National Broadcasting Co., 


DeRussey, who has joined WCAU, 
Philadelphia, as director of sales 
for sound broadcasting and tele- 
vision. Mr. Close joined NBC in 
1939 and most recently has been 
account executive in the spot sales 


Ben Sackheim Inc., New York, 
has been named to handle the ad- 
vertising of Farm Bureau a? 
be for 
Farm Bureau Mutual Auto In- 
surance Co. in New York met- 
ropolitan and suburban newspa- 
automobile 


Quaker Oats Co. has moved its 
Chicago general office to the Mer- 


CAPABLE, PRODUCTIVE WORK 


sumer products. 
Exceptionally productive 


salary. 
Box 7621, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Il 


ADVERTISING AND PROMOTION 


Early availability of an active execu- 
tive with outstanding record for producing 
effective material. Highly experienced in 
advertising, promotion, and co-ordination 
of the material with sales planning and 
market development. Industrial and con- 


shirt-sleeves 
worker and writer. Married with family 
but free to settle anywhere. Reasonable 


tual compensation plan. 


MODERATE SIZED AGENCIES — 
NEED BRANCH OFFICE SERVICE? 


Now forming nationwide service as- 
Sociation among properly qualified 
agencies. Offers reciprocal servicing 
through affiliates in other cities. Mu- 
, Principals 
write National Federation of Adver- 
tising Agencies, Box 7620, Advertising 
Age, 200 E. Illinois St., Chicago 11, Il. 


EXPERIENCED 
SPACE SALESMAN 


by publisher of several business 
pers. 


references in first letter. 


Must have car and devote full 
ime covering OHIO, MICHIGAN, and 
INDIANA territory. Commission $7000- 
$10,000. Prefer man 30-40, residing in 
Cleveland. Send complete details and 


Box 7623, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


-» - and West Coast markets. 


INR. stm one ASIN 
I KNOW SAN FRANCISCO 


Am seeking 


change from present position. My experience 
and contacts on the coast should be of value 
& Magazine or newspaper publisher who 


wants representation . . 

ing agency who needs a good acco’ 

foe, or, new business man. For further 

‘Ormation please write to 

200 BOX 7622, ADVERTISING AGE 
E. Illinois St. Chicage 


- Or an 


vert: 
unt execu 


ml. 


May 22-23. Inland Daily Press Associa-4ica, 


tion, spring meeting, Congress Hotel, Chi- 
cago. 

May 22-24. National Sales Executives 
National Distribution Congress, Masonic 
Temple, Detroit. 

May 31-June 3. Advertising Federation 
of America, 46th annual convention, Ho- 
tel Statler, Detroit. ; 

June 9-11. California Newspaper Ad- 
vertising Association, annual convention, 
Del Mar Beach Club, Santa Monica. 

June 16-17. Pennsylvania Newspaper 
Publishers’ Association, annual display 
advertising conference, Penn Harris Ho- 
tel, Harrisburg. 

June 25-29. Advertising Association of 
the West, annual convention, Hotel Am- 
bassador, Los Angeles. 

June 26-28. Newspaper Advertising Ex- 
ecutives Association, summer meeting, 
Waldorf-Astoria, New York. 

June 29. National Association of Mag- 
azine Publishers, summer meeting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

July 17-19. American Marketing Asso- 


ciation, annual convention, Hotel Fair- 
mont, San Francisco. 

Sept. 18. Outdoor Advertising Associa- 
tion of America, 1 convention, Drake 
Hotel, Chicago. 

Sept. 18-21. Financial Public Relations 
Association, 35th 1 conventi Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
annual convention, Palmer House, 
Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 
cago. 

Sept. 30-Oct. 3. Mail Advertising Ser- 
vice Association International, 29th an- 
nual convention, Roosevelt Hotel, New 
York. 

Oct. 5. Export Advertising Association, 
2nd annual convention, Hotel Plaza, New 
York. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct, 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 

Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Associa- 
tion, Indianapolis. . 

Jan. 19-20, 1951. Southwestern Associa- 
tion of Advertising Agencies, Baker Ho- 
tel, Dallas. 


Publicity Group Elects 


Mrs. Brahna C. Hutchins, pres- 
ident of Sheldon, Morse, Hut- 
chins & Easton, New York, has 
been elected president of the In- 
dustrial Publicity Association, suc- 
ceeding H. P. Quadland, director 
of public relations of Hazard Ad- 
vertising Co., whose term ex- 
pired. John M. McCracken, Union 


Carbide & Carbon Co., has been! 


named vice-president. Howard 
Dutcher Jr., G. M. Basford Co., 
and Harold Burson, publicity con- 
sultant, have been elected treas- 
urer and secretary, respectively. 


American Structural to ]WT 

J. Walter Thompson Co. has 
been appointed by American 
Structural Products Co., Toledo, 
to direct the advertising for In- 
sulux glass block and Hemingray 
insulators. The company is a sub- 
sidiary of Owens-Illinois Glass 
Co. JWT also handles the adver- 
tising for several divisions of 
Owens-Illinois. American Struc- 
tural’s advertising was formerly 
handled by Brooke, Smith, French 
& Dorrance. 


CBS Shifts Untermeyer 


Henry Untermeyer, account ex- 
ecutive of WCBS, New York, has 
been added to the sales staff of 
Radio Sales, Columbia’s radio-TV 
station representative. 


WTAR-TV Joins DuMont 

Station WTAR-TV, Norfolk, has 
affiliated with the DuMont Tele- 
vision Network. On the air since 
early April, the station is the 57th 
to sign with DuMont. 


SOUNDS LIKE MAGIC § WORKS LIKE MAGIC 


YOU could set type for an ad like this right at your own 
desk. it's no trick at all with FOTOTYPE - the streamlined 
successor to metal type. Just slip die-cut cardboard 
letters into exclusive, self-aligning composing stick. 
Sloshes type costs. Makes layout preparation easier, 
faster. Wide selection of type faces. Catalog free! 


| FOTOTYPE, INC., 1415 Roscoe, Chicago 13 


During nine days 162,326 people jammed Mil- 
waukee's Big new Arena and Auditorium to see 
the Milwaukee Sentinel Sports Show, setting an 
attendance record unequalled anywhere — an 
increase of 50°/, over 1949 in the face of falling 
attendance generally. From all parts of Wiscon- 
sin and Upper Michigan, sports fans came to see 
this outdoor exposition which has truly earned 
the citation America's Greatest Sports Show.” 


Its co-feature, the first annual Great Lakes Boat 
Show, is one of but four shows to merit the 


coveted endorsement of the Outboard Boating 
Club of America. To accommodate the many 
‘additional exhibitors, 50°/, more floor space was 


required and occupied. 


Here's proof of the powerful influence of one of 
the nation's leading newspapers. Already plans 


are underway for another great 
1951. And we promise that all 


resources of the Milwaukee Sentinel 


show April 7-15, 
the energy and 
will be 


expended to uphold the enviable reputation of 
"America’s Greatest Sports Show." 


MILWAUKEE SENTINEL 


SPORTS AND VACATION SHOW 


and GREAT LAKES 


BOAT SHOW 


The ONLY Major Sports Show Owned, Operated and Conducted by a Newspaper 
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Merchondises Hope Show 

To the Editor: Following Bob 
Hope’s television debut in the 
“Star Spangled Revue” on Easter 
Sunday, sponsored by Frigidaire, 
the following review of the show 
was written in your publication: 

“Bob Hope’s first appearance on 
TV for Frigidaire pleased the spon- 
sor and the audience, and simply 
delighted the show’s master of 
ceremonies, a fellow named Bob 
Hope.” 

We would like permission to 
print the above quote in an ad 
which we are planning to run in 
Retailing and Air Conditioning & 
Refrigeration News during the last 
week of May. 

The purpose of the ad is to an- 
nounce to Frigidaire dealers the 
next Bob Hope TV show and quote 
from a few of the reviews that 


were written about the first show. 
We will appreciate receiving 
your approval at your earliest pos- 
sible convenience so that we can 
get this ad into production. 
C. S. WInsTON JR., 
Foote, Cone & Belding, Chi- 
cago. 
The “review” referred to was a 


comment by Copy Cub in his|' 


Rough Proofs column. 
eS. ©£ 


‘Lite’ Audience Study Has 
Bearing on All Media 

To the Editor: Please accept 
Life’s grateful thanks for the very 
thorough analytical report of Life’s 
Audience Accumulation Study in 
your May 1 issue. 

I am extremely gratified to see 
that you appreciate the great sig- 
nificance of this contribution to 


IT’S EASY, 
WHEN YOU 
KNOW HOw! 


This poem is a reader’s forum. Letters are welcome. - 


the evaluation of media. I say 
media rather than Life because 
I think the ramifications of this 
study will extend to all media and 
not just Life alone. 

I will be sure to send you copies 
of the additional data fabulated as 
they become available. 

A. EDWARD MILLER, 
Director of Research, Life, 
New York. 

eee 


No Reprints; Real Silk 
to Reproduce ‘Big Cat’ 

To the Editor: By any chance 
do you have reprints of the “Les- 
son from the Big Cat” article that 
appeared in your March 13 issue? 

If not, may we have permission 
to reproduce this article for our 
inter-organization distribution? 

D. V. BERGSTROM, 

Real Silk Hosiery Mills, In- 

dianapolis. 

e e« @ 


Expects Top Readership 
for Gallagher & Burton Ad 

To the Editor: To my knowledge 
this is the first time a double truck 
whisky ad like the Gallagher & 
Burton’s ad has appeared in any 
New York paper. 

Running as it does, under Dan 
Parker’s column in [the May 1] 
Mirror, we anticipate a greater 


” Bosox Top A's Twice, 19-0, 6-5; 
| Ted Hits Two 3-Run HRs in Ist 


Yanks’ 6 rages 


z Wight Horls 2-Hitter,» 
j Chisox Top Tigers, 5-0 


Reet mae oe 


Hin hurdles or Hoopers—whatever the “race,” the winner has 
usually had years of experience in his particular field. Know-How, 
we call it. 

Twenty-four years of broadcasting in this one area has given us 
at KWKH an unbeatable advantage in radio Know-How. Latest 


Hoopers prove it: 
Jan.-Feb. '50 Share of Audience 
KWKH “—* =" “oy 
Weekday Mornings (44.8% 17.8% | 22.3% | 13.8% 
Weekday Afternoons | 35.1 %| 30.1% | 16.7% | 15.7% 
Weekday Evenings (47.4%|26.9%|14.3%| 9.8% 
Sunday Afternoons |32.4%| 22.5% | 19.4% | 23.9% 
Total Rated Periods |42.5%| 26.0% | 16.8% | 13.0% 


Furthermore, BMB Study No. 2 shows that KWKH’s Weekly 
Daytime Audience has increased by 51,130 families since 1946— 
now totals 303,230 families in Louisiana, Arkansas and Texas. 


Write to us or ask The Branham Company for all the proof of 
KWKH’s superiority in this prosperous market. 


KW KH 


SHREVEPORT | LOUISIANA 


The hire Company, oneal 
Henry Clay, General Manager 


readership than we have had on 
any previous ads. 

In simple fashion, a tie-up is 
made with our “Carriage Trade” 
theme and our effort to sell it as 
a premium whisky but priced 
within the reach of all. 

If the reactions to this ad are 
favorable, they will be run period- 
ically. 

A. C. EBBESEN, 

Advertising Manager, William 

Jameson & Co., Division of 

Seagram-Distillers Corp., New 

York. 

ee e@ 


Weir Takes the Long View 
in Creative Man Fracas - 

To the Editor: Preferring to be 
paid for my literary endeavors, 
rather than see them appear as 
Letters to the Editor, I am never- 
theless moved—by the sudden 
spate of correspondence re your 
column, The Creative Man’s Cor- 
ner—to donate a few lines on the 
subject of advertising criticism, on 
which I sincerely feel a number 
of your esteemed contributors, in- 
cluding my good friend Hays Mac- 
Farland, have missed the boat en- 
tirely. 

I have, on occasion, been both 
praised and pummeled by your 
anonymous contributor. I imagine 
my reactions have been typical of 
those of most ad men who have 
had the rare privilege of being 
mentioned in your column. When 
an ad I have written has been 
praised, | have carefully clipped 
the welcome words and sent them 


Advertising Age, May 22, 


this: I’ve seen a lot of copy chief 
in my day. (And Heaven prese 
me, I’ve been one myself.) [I 
had my copy torn to pieces by ¢ 
perts, but always, something gog 
came out of it. They usually 
showed me where I was wrong, by 
more important, they showed mp 
how to correct it. I’m wondering 
now if The Creative Man mig} 
not come down from his 

perch and show us working me 
how it’s done. Of course, then 


on to the client with a letter in- 
variably beginning, “I thought you 
might be interested in seeing, etc.” 

And, let me assure you, when I 
have been pummeled, I have felt 
exactly like a man stripped naked 
in public. 

As I say, I believe these reac- 
tions are typical—and therefore I 
assume that if your column were 
confined to critical essays on ad- 
vertising in general, it would draw 
down upon your head considerably 
fewer brickbats than it does now, 
devoting itself to a critique of 
specific advertisements, brought 
into being by real people and paid 
for by all-too-questioning clients. 

I have no idea whatsoever of the 
proportion of “nice” columns to 
“nasty” columns that you write— 
as far as I am concerned, the score 
is exactly 2 to 1, for which per- 
haps I should be grateful—but I 
suspect it follows closely the divi- 
sion of opinion one overhears at 
lunchtime at the Waldorf or the 
Park Lane or the Roosevelt, when 
the boys get together and talk 
shop—and campaigns. 


a 


J. KENNETH STAATS 


Advertising 
Manager 
Marion 
(Ohio) Star 


In an unusual burst of honesty, 
following two Martinis at such a 
luncheon—which you apparently 
condemn—I am moved to confess 
my fear that a good many of us 
in advertising are like surgeons 
who love to operate but faint at 
the sight of our own blood. And, 
of course, I have yet to meet the 
advertising man who, when called 
on to solicit an account, refused to 
do so—on grounds that he could 
offer no criticism of the campaign 


st 
i The Sreabony 
toe 
Te 


the advertiser was getting from 
his present agency. 

Damning with faint praise or 
praising with faint damns, I have 
found your column mildly amus- 
ing, sometimes instructive, al- 
ways stimulating—and, when you 
have deigned to consider my own 
work, I have found it either de- 
cidedly penetrating or goddamned 
impertinent, depending on whether 
you were for me or agin me. 

In any event, I have never can- 
celed my subscription—and you 
have never withdrawn your col- 
umn, so I assume it hasn’t harmed 
your circulation too much. 

WALTER WEIR, 

President, Walter Weir Inc., 

New York. 

Mr. Weir’s logic may be right, 
but his arithmetic is wrong. The 
Creative Man’s score on Weir copy 
is two pats on the back, two kicks 
in the pants. 

e ee 
Comes An Ulcer Dedication 


To the Editor: The more I read 
your feature, The Creative Man’s 
Corner, the more I am reminded 
of the old saying: “If you’re so 
damned smart, why ain’t you 
rich?” 

But then I think perhaps he 
is rich. He’s probably sold more 
beer, radios, television sets, shoes 
and automobiles than all of us 
put together. Now he’s probably 
sitting back, watching us hacks 
struggle along, laughing slyly to 
himself. 

However, I would like to say 


More about the 


farmers near 


Marion, Ohio 


Our trading area covers these 
counties:—Marion (where we 
publish the Marion Star, with 
over 20,000 daily), Logan, 
Morrow, Crawford, Delaware, 
Hardin and Union. 

The buying power of these 
counties is well over $38,000,- 
000. As a group, these 7 coun- 
ties have an index rating of 
113.9. 

From a constant check, we 
know that practically all of our 
farmer readers are now def- 
initely in the “Brand Con- 
scious Group.” From their 
trucks to their silos, from their 
shoes to soap, from clothing to 
tooth paste, they have little in- 
te-est in unbranded merchan- 
dise. 


Their money comes 
from four products 


The bulk of their income comes 
from hogs, dairy products, soy 
beans and poultry. Buyers of 
their produce are nearby, so 
they don’t have to worry about 
ready cash. It’s near at hand 
when they are ready to sell. 

Add to these 7 lush, rich 
counties our city zone, and you 
have one of the most desirable 
markets for a test campaign or 
regular schedule to be found 
anywhere in this country. If 
you have something you want 
to sell, or errands to be run, 
my time is your time! 


OUR 7 PAPERS 


© CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD-STAR 
@ SALISBURY (MD.) TIMES 


These 3 represented by 
Story, Brooks & Finley, Inc. 
MARION (OHIO) STAR 

EAST LIVERPOOL (OHIO) REVIEW 
PORTSMOUTH (OHIO) TIMES 
SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 


RUSH MOORE, 


7 R ISPAPERS 


OF OH10 
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would be no need then of his 
column, and he might have to start 
selling beer, radios, and automo- 
piles all over again. 

I read with interest his com- 
ments on the Johnsonian adver- 
tisement. He takes exception to 
such things as “comfort,” “styling,” 
and “careful crafting of fine 
leathers.” How would he say it? 
You wear shoes for comfort and 
style, and you do like to know 
that care goes into the build- 
ing. Unless The Creative Man has 
some secret that he doesn’t dare 
impart to us less brilliant guys, 
I’d say that he picked on a pretty 
competent job. 

Bob Graham, a good friend of 
mine, and just as good a copy 
chief, gave me this line when I 
got “elevated” to radio and tele- 
vision copy chief: “You can al- 
ways tell what’s wrong with copy, 
but can you do it better?” 

The Creative Man may be a 
genius at writing copy, but I'd 
bet a Confederate gold piece that 
I could find something wrong with 
it. 
But don’t get me wrong, Cre- 
ative Man. I like you. And I’m 
dedicating my next ulcer to 
you. 

RILEY Brown, 
New York. 


Sees ‘Fertile Ground’ 
for AMA Research 


To the Editor: How soon is the 
American Medical Association go- 
ing to step in and publish the 
facts on what causes throat irrita- 
tion of cigaret smokers? 

If “not one single case of throat 
irritation (is) due to smoking 
Camels,” just what is causing this 
throat irritation for Camels’ 
smokers? 

Here is fertile ground for AMA 
research. 

Matt E. HEUvERTz, 

Dana Chase _ Publications, 

Chicago. 

eee 
Offers Tip to PR Writers 

To the Editor: Regarding PR 
rules, or the lack of them, I think 
most copywriters are wont to adopt 
the tone that all U. S. workers 
should thank their stars daily be- 


| cause they’re privileged to work 
| for this-or-that corporation 


in- 
stead of selling apples. 

This just isn’t smart. No one 
will ever think this way, and 
unions will get more militant so 
long as this wacky thinking per- 
sists in PR writing. 

Getting back to fundamentals— 
some of us are lucky enough to 
be born rich, or smart, or influ- 
ential and others must do it the 
hard way with never a dollar too 
much in their jeans. Luck, the 
word is, and it shouldn’t be trans- 
lated continuously into worn-out 
Ben Franklinisms and rammed 
down the worker’s throat. 

Now, starting with that premise, 
wouldn’t PR writers be a lot more 
effective in explaining the mech- 
anics of business and finance in- 
stead of intimating that laziness 
alone keeps the assembly-line man 
from owning a $20,000 house or 
graduating from Harvard? It would 
be pretty difficult to preach the 
usual nonsense if it were realized 
that the whole country was lucky 
enough to be endowed with coal 
and oil and iron in amounts un- 
guessable. 

We've all plenty to be thankful 
for as citizens of a superior land; 
remembering who did what under 
which circumstances would raise 
the intelligence level of our PR 
writing to a point where it creates 
800d relations among the public. 

Epwarp J. CARLIN JR., 

Harold M. Lambert Studios, 

Philadelphia. 

e © e 
Reviewer Takes a Bow 


To the Editor: First of all, I 
want to thank you ever so much 
for the space which you gave the 


recent review of “Advertising Pro- 
cedure,” and my compliments to 
the writer of that review for his 
resourcefulness in digging up an 
old copy of the book to compare 
with the present edition. It was a 
very refreshing way to present the 
story, and of course, though I may 
be prejudiced in favor of it, I am 
sure a good number of your other 
readers likewise enjoyed the un- 
orthodox way of reviewing a book. 

My compliments also to the edi- 
tors who dug up the Procter & 
Gamble story. That really is a fine 
piece of business journalism and 
I for one found it very informa- 
tive and comprehensive. 

OTTo KLEPPNER, 
Partner, The Kleppner Co., 
New York. 
e e + 

‘How to Win Friends’ 
Wins Reader Interest 

To the Editor: May we have per- 
mission to reproduce for distribu- 
tion to bakers the article on Page 
16 of your publication for May 1, 


1950, under the general caption 
“Employee Communications”? 
Proper credit will be given, of 
course. 
Lioyp R. WOLFE, 
Lloyd R. Wolfe & Associates, 
Chicago. 


Zodiac Watch to Esmond 


Lawrence Esmond Advertising 


.Corp., New York, has been re- 


tained to handle the advertising 
of Zodiac Watch Agency, New 
York, U. S. agent for the Zodiac 
watches. A special promotion for 
the Zodiac Autographic, a self- 
winding watch with a _ reserve 
power gauge, is being planned. 
Magazines and trade publications 
will be used. 


Names Turner, Leach 


Mason, Au & Magenheimer Con- 
fectionery Mfg. Co., New York, 
has switched from Moore & Hamm 
to Turner, Leach & Co., New York, 
for advertising of Mason mints 
and Peaks. Franklyn W. Dyson, 
who handled the account at Moore 
& Hamm, went with the account. 


SCBA Sponsors Radio 
Commercial Contest 

Awards in four categories will 
be made in the annual radio com- 
mercials competition of the Adver- 
tising Association of the West, 


‘sponsored this year by the South- 


ern California Broadcasters Asso- 
ciation. Commercial programs and 
spot announcements in cities of 
00,000 and over, and programs and 
spots in cities under 100,000 will 
be judged. Stations, networks, 
agencies, advertisers and individ- 
uals in 11 western states and West- 
ern Canada are eligible. 

Judging will be on the basis of 
creative originality, factual in- 
formation, “listenability” and sales 
effectiveness. Awards will be made 
at the AAW convention in Los An- 
geles, June, 25-28. 


Rutledge to Lannan & Sanders 


J. David Rutledge, who former- 
ly operated his own agency, has 
joined Lannan & Sanders, Dallas. 
Business formerly handled by Mr. 
Rutledge’s own agency will hence- 
forth be handled by Lannan & 
Sanders. 
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Connelly Joins Jam Handy 


Will H. Connelly, who formerly 
had his own company in Chicago, 
serving as a sales training and 
sales promotion consultant, has 
joined the contact and sales pro- 
motion staff of Jam Handy Or- 
ganization, Detroit. 


Breskin Promotes Cole 


Alan S. Cole, general manager, 
has been named executive vice- 
president of Breskin Publications, 
New York, publisher of Modern 
Packaging, Modern Plastics and 
other publications. 


1335 S. Wabash Ave., Chicago 5, Ill. 


The difference 


between 


Typography and 


Composition 


printed material. 


The difference between typography and composition is creative ability. 
It’s a difference that is clearly evident in all advertising and 


Composition itself is a mechanical skill, just one of many elements of 
typography. To the composition must be added typographic 


imagination and creative ability. Then, type matter takes on an 
appearance that effectively invites the much-sought-after 
eye of the reading public. 


At Monsen-Chicago every ad or printed piece gets a full typographic 
treatment. It begins with a layout check to draw from the copy its 


full meaning through typographic interpretation. Then through one of 
the most modern plants in the nation where 63 years of craftsmanship 


mold your message into metal. And finally, impressions of your 
message-in-metal are “‘pulled’’ with meticulous care. 


than ordinary composition .. . 


Monsen 


These three Monsen steps give your printed pieces something more 
you get typography . . . at no extra cost. 


CHICAGO 
LOS ANGELES 


* East of the Rockies it’s Monsen-Chicago at 22 East Illinois Street 
* On the Pacific Coast it’s Monsen-Los Angeles at 928 South Figueroa Street 
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Curtis Study Stresses High Buying Power 
of Upper Income Families; FRB Data Used 


PHILADELPHIA—In spite of the 
rise in earnings of lower income 
families, the consumers’ market is 
still generally a selective one, ac- 
cording to a study by the research 
department of Curtis Publishing 
Co. 

Titled “The Profitable Market 
for Consumers’ Goods,” the study 
is based on the recent survey of 
consumer finances conducted by 
the Federal Reserve Board on 1948 
expenditures and incomes. 

The Curtis study points out that 
in 1948, as in 1935 and in 1941, 
the upper 50% of American fam- 
ilies received about 77% of the to- 
tal income. It notes that the top 
40% of spending units (a group 
of family members who pool their 
resources to meet major expenses) 
have 72% of the total liquid assets 
of the nation, including bonds, 
savings and checking accounts. 


s This top group also has two- 
thirds of the disposable income; 
owns 82% of 1948 and 1949 model 
cars, and purchases 69% of select- 
ed durable goods, The same 40% 
has 67% of the life insurance pol- 


ve NEW YORK OFFICE: 


333 NO. MICHIG 
CHICAGOL, ILL 1s 
PHONE S12-7487 


224 EAST 38TH ST. 
MURRAY HILL 7.6477 


icies with annual premiums of 
$100 or more. 

The Curtis study also notes a 
59% increase in the average fam- 
ily’s purchasing power from 1935 
to 1948, put this increase has 
“caused a misconception as to the 
selectivity of the consumer’s mar- 
ket.” 

“The general increase in pur- 
chasing power has certainly im- 
proved the buying power of all 
consumers, yet that purchasing 
power is still distributed selective- 
ly so that 77% of the income is 
received by the upper-half income 
families,” the study claims. 

The study also discloses that the 
top quarter of families receive 
52% of the total income, and the 
top three-fourths receive 92% of 
the total income. 


AMA Group Elects Hubbard 

Alfred W. Hubbard, director of 
research of Modern Medicine Pub- 
lications, Minneapolis, has been 
elected president of the Twin Cit- 
ies chapter of American Market- 
ing Association. Other officers are: 
Robert J. Crabb and John W. Ma- 
goffin, vice-presidents; Paul Zerby, 
secretary, and Howard W. Lindow, 
treasurer. 


Reddi-Wip Names Axelsen 
Western Reddi-Wip Co., Denver, 
with franchise for Colorado, Wy- 
oming, Montana and Utah, has ap- 
pointed Axelsen Advertising 
Agency, Denver, to handle its 
campaign. Newspapers, radio and 
point of sale ads will be used. 


Katz Agency Names Four 


Katz Agency, New York, has 
added the following to its staff: 
Robert S. Wilson, formerly with 
Edward Petry & Co.; Richard H. 
Coombs, previously with the Mid- 
west Farm Paper Unit; William B. 
Condon, formerly of Wade Ad- 
vertising Agency, and John M. 
Hooker, previously with Snow 
Crop Marketers. 


Williams Moves to WHIT 


Ray D. Williams, former man- 
ager of Station WJHL, Johnson 
City, Tenn., has been appointed 
general manager of WHIT, New 
Bern, N. C. Before affiliating with 
WJHL, Mr. Williams was radio 
director for Prater Advertising 
Agency, St. Louis. 


Skippy Buys Kids’ Show 


Rosefield Packing Co., Alameda, 
Cal., will sponsor “Captain Video” 
on Wednesdays, starting June 7. 
Time for Skippy peanut butter 
has been cleared on 10 stations by 
Guild, Bascom & Bonfigli. Other 
stations will be added as they be- 
come available. 


Appoints Niemann Agency 


National Paper Band Co., maker 
of currency straps and shirt bands 
used by laundries, announced the 
appointment of Hal Niemann As- 
sociates, Denver, as its agency. 
Budget is concentrated on mail 
and trade publications. 


Harvester to Broyles 


Galen E. Broyles Advertising 
Agency, Denver, has been named 
to handle advertising for Inter- 
national Harvester refrigerators in 
Colorado, Wyoming, parts of Ne- 
braska and northern New Mexico. 


ADVERTISING AGENCY 
PARTNERSHIP AVAILABLE 


WE SEEK a man with exceptional creative, mana- 
gerial and selling ability, an impeccable record and 
substantial national billing. 


We have a strong staff, a long history of successful 
service to important national accounts, ample finances, 
and a clean record for fair dealing with clients and 
employees. Middle-size. 4A’s. Located in New York 


City. 


All correspondence will be kept in strict confidence. 
Our staff knows of this advertisement. 


Box 7613, ADVERTISING AGE 
New York 17, N. Y. 


11 E. 47th St., 


Two weeks of freedom out 


The Creative Mans Corner 


Here, boys and girls, are the airlines out, en masse, to grab 
as many of your vacation dollars as possible. Quite an on- 
slaught, and all in four colors. 

But all these ads, in The Corner’s opinion, suffer from too 
obviously saying, “Give your business to me”—without, first, 
stimulating a desire to spend a different and distant vacation 
and, second, getting across in human terms just what it means 
to be able to do this in the traditional two weeks by air. 


and it is not uncommon for a family to spend many weeks 
poring over folders and pamphlets, living, in advance, those 


of 52 are a wonderful thing, 


cherished two weeks of independence and ego gratification. 

The Corner read somewhere the remarks of some adver- 
tising man to the effect that, if advertisers had to write their 
copy in such a way that editors would buy it, it would be 
written with considerably more of the reader’s point of view 
in it. A woman’s service publication, for example, would 
handle such a subject far differently from the manner in 
which any of these ads handle it. It would not base its head- 
line or its subhead on a pun, the way TWA does. It would 
hardly base it on “low-expense,” the way United does. It 
might base it on a selection of climates, the way Pan-Amer- 
ican does. But the art, in all cases, would be more realistic 
and the copy a lot more interesting and informative. 

Can you, for example, imagine Holiday doing a vacation- 
by-air story the way these ads are done? 


Ad Research Group 
Reelects Warren, 
Other Top Execs 


New YorK—H. M. Warren, vice- 
president of National Carbon Co., 
and B. B. Geyer, president of 
Geyer, Newell & Ganger, have 
been reelected chairman and vice- 
chairman, respectively, of the Ad- 
vertising Research Foundation’s 
board of directors. 

Also reelected are Paul B. West, 
president of the Association of Na- 
tional Advertisers, as secretary, 
and Frederic R. Gamble, president 
of the American Association of 
Advertising Agencies, as treas- 
urer. 

The following have been chosen 
as directors for one year: John F. 
Apsey Jr., Black & Decker Mfg. 
Co.; Albert Brown, Best Foods Inc.; 
Allan Brown, Bakelite Corp.; Ro- 
bert B. Brown, Bristol-Myers Co.; 
Lowry H. Crites, General Mills; 
Marion Harper Jr., McCann-Er- 
ickson Inc.; Gordon E. Hyde, Fed- 
eral Advertising Agency; Abboti 
Kimball, Abbott Kimball Co.;,H 
H. Kynett, Aitkin-Kynett Co.; Fer- 


gus Mead, Buchen Co.; Frederick 
B. Ryan Jr., Ruthrauff & Ryan; 
D. P. Smelser, Procter & Gamble 
Co., and Howard D. Williams, Er- 
win, Wasey & Co. 


Mail Ad Group Elects 


The Mail Advertising Associa- 
tion of New York has elected Ro- 
bert Rubin, Circulation Associates, 
as president. Other officers ap- 
pointed include: Tom Clark, Fish- 
er-Stevens Service Inc., vice-pres- 
ident; Michael Goodman, Comet 
Ray Letter Inc., secretary, and Ro- 
bert Fisler, St. John Associates 
Inc., treasurer. 


Joins Official Films 


Alex Rosenman, formerly vice 
president in charge of sales, Sta 
tion WCAU, Philadelphia, has 
been appointed executive vice 
president and general manager 0 
Official Films, New York. He 
will concentrate on the producti 
company’s television activities. 


McKinnon Names Rex Agency 

Rex Advertising Co., Detroit, hai 
been named to direct the adver 
tising of William A. McKinna@ 
Co., Detroit, automatic heat et 


*|gineer and marketer of Gilbart 


heating equipment. 


™ Seruicing the 
seveatinit PROFESSION 


- Sales Portfolios - Advertising Specialties 
Die-Cutting * Mounting + Paper Lining, etc. | 


@ SERVICE BINDERY CO., INC. 


and subsidiary 


"SERVICE MOUNTING & FINISHING co. 


Plant—224) South Wabash AvenuiesCh icago 


New Phone—CAlumet 5-3224 
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No Company Completely Controls 
a Market, Says Sun Oil's Eckert 


Parlin Award Lecturer 
Tells How Sun Oil Co. 
Lowers Marketing Costs 


PHILADELPHIA—The reduction of 
marketing costs is one of the major 
problems facing business today, 
Samuel B. Eckert, executive vice- 
president of Sun 
Oil Co., declared 
here Tuesday. 

Speaking at a 
dinner meeting 
of the Philadel- 
phia chapter of 
the American 
Marketing As- 
sociation after 
receiving the 
group’s Parlin 
Memorial Award 
for outstanding 
contribution in the field of mar- 
keting, Mr. Eckert pointed out 
that “we can find ways to solve 
it; in fact we are finding ways to 
solve it.” . 

As an example, he pointed to 
the fact that Sun Oil’s marketing 
costs during the past decade have 
not risen a fraction of a cent in 
spite of the fact that its employes’ 
wages have doubled. He also 
pointed out that, even though 
marketing costs have not declined 
through the years to the same ex- 
tent as production costs, the public 
is still critical of marketing costs. 

Industry, in attempting to 
lower marketing costs, must not 
be tied down by convention but 
must attempt something different 
if it is to succeed, Mr. Eckert de- 
clared. 


Samuel Eckert 


s He related the history of Sun 
Oil’s entry into the retail gasoline 
business in the early ’20s, when 
the leaders in that business seemed 
too well established to compete 
against. Sun Oil executives were 
warned that, except through the 
purchase of existing marketing 
companies, their task was hopeless. 

“We found that there is no such 
thing as a market so completely 
controlled that it cannot be pene- 
trated,” he said. “In fact, it often 
happens that the most formidable 
appearing competitor is the easi- 
est to topple, since a marketing or- 
ganization that believes it cannot 
be assailed does little for its em- 
ployes or the public.” 

Sun Oil also went against ad- 
vice to open a pumping station at 
every corner. Instead, it reduced 
the number of outlets, improved 
their quality, paid more rent and 
higher wages—and lowered prices 
for the public. This policy, which 
has proved immensely successful, 
ls now being adopted by Sun Oil’s 
competitors, he added. 


# Mr. Eckert also pointed out that 
customers are able to judge prod- 
uct quality; his company discov- 
ered that unless a product .has 
been thoroughly tested under all 
operating conditions there may be 
a slip-up with resultant drop in 
Sales. 

Sun Oil also defied warnings 
that gasoline could be successfully 
moved only in barges and tank 
cars, and it has what is believed 
the first pipe line built for that 
purpose. This reduced transporta- 
tion costs to one-third of railroad 
charges. The company then built 
distributing plants at various 
Points along the lines and along 
waterways, and materially in- 
creased the size of tank wagons 
and the amount of storage at 
Service stations, thus reducing 
handling costs. 

Mr. Eckert warned, however, 
that a company must never enter 
marketing territory it is not 
equipped to handle economically. 


He also warned that quality must 
never be reduced in an effort to 
reduce cost, because advertising 
will not build a permanent mar- 
ket for an inferior product. 


@ The speaker also advised mar- 
keters to give the public good ser- 
vice and to attend to all the cus- 
tomers’ warts. He also advised 
them to ignore “gentlemen’s agree- 
ments” and to protect a market 
from competitors by vigorous com- 
petition and not by legislative 
agreements because, he said, 
someone always finds a way to 
break the agreement. 

“My feeling is that if you favor 
free enterprise and the free mar- 
ket, you are against all forms of 
control and against all interference 
with the free market,” he said. 

He also urged marketers to 


watch their competitors’ price 
structure closely and to decentral- 
ize their organizations by giving 
sales managers full authority over 
small sales areas. He also urged 
business men to settle controver- 
sies as soon as possible after they 
arise, and always to play square 
with their customers, employes 
and competitors. 

Business men also should never 
be reluctant to tell their problems 
to the public, he declared, urging 
marketers in particular -to talk 
openly and frankly, because they 
represent the branch of business 
which deals directly with cus- 
tomers. 

Mr. Eckert has been a Sun Oil 
marketing executive for more than 
35 years. 


To Sponsor ‘Bridge Club’ 


Signal Oil Co., Los Angeles, has 
signed to sponsor “Bridge Club,” 
weekly 15-minute show on KFI- 
TV, Los Angeles. The program was 
formerly on a participating basis. 
Barton A. Stebbins, Los Angeles, 
is the agency. 


Four A’‘s Chapter Elects 


The Oregon chapter of the 
American Association of Adver- 
tising Agencies has elected Mil- 
ton Foland, manager of the Port- 
land office of Pacific National Ad- 
vertising Agency, chairman. Mar- 
vin Knudson, of Richard G. Mont- 
gomery & Associates, has been 
named vice-chairman, and Ted 
Bushman, of Mac Wilkins, Cole & 
Weber, has been appointed sec- 
retary-treasurer. 


Danforth Joins McCann 


Harold C. Danforth, formerly 
with the United World Federalists 
as national executive director of a 
yearbook, has joined the creative 
staff of McCann-Erickson, Cleve- 
land office. He also has been with 
Fuller & Smith & Ross, Cleveland, 
and Batten, Barton, Durstine & Os- 
born, New York. 


Milo Appoints Hauptman 

H. W. Hauptman Co., New York, 
has been named to direct the ad- 
vertising of Milo Radio & Elec- 
tronics Corp., New York, distribu- 
tor of electronic equipment and 
components. 
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To Wilhelm-Laughlin-Wilson 


The New York office of Wil- 
helm-Laughlin-Wilson Associates 
has been named to direct the 
advertising of the Gramatan Hotel, 
Bronxville, N. Y. 


American Can Moves Offices 


American Can Co. has moved its 
general New York offices from 230 
Park Ave. to the new 100 Park 
Ave. Bldg. 


CLIPPINGS 


News items, advertisements from 
U.S. newspapers and magazines. 
BURRELLE’S PRESS CLIPPING BUREAU 


Telephone: 165 Church St., 
BA 7-5371 New York 7 


In no other market will you find all of these services to help you plan your advertising effec- 
tively and merchandise it so completely! Here, along with the Bureau of Advertising standard 
data and market folder, is everything you need ... and it's all available from The Indianapolis 
Star and News: 


@ 5th Annual Consumer Analysis 


®@ Continuing Grocery Inventory 
© Spot Distribution Checks 
®@ Assistance at Dealer and Distributor Meetings 


® Mailings to Trade 
®@ Personal Retail Contacts 


®@ Shopping Area Maps, Route Lists 


The Indianapolis market gives you unusual economic diversification for sustained demand... 
excellent transportation and distribution to serve it... plus the complete, effective coverage 
of The Indianapolis Star and The Indianapolis News to reach it. Whatever your needs in 
Indianapolis . . . The Star and The News will help you. Send for full information today! 


KELLY-SMITH COMPANY ¢ NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR 
/ THE INDIANAPOLIS NEWS 
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NY Herald Tribune Syndicate 
Names Weeks Manager 


The New York Herald Tribune 
Syndicate and News Service has 
appointed Willet Weeks, previously 
assistant promotion director of the 
New York Herald Tribune, as man- 
ager. 

Mr. Weeks succeeds Buel F. 
Weare, who has been elected presi- 
dent of the Herald Tribune’s 
French subsidiary and general 
manager of the European edition. 


WU Profit Position 
Improves This Year 


New YorK—Western Union Tel- 
egraph Co. reported last week a net 
profit for the first quarter of this 
year of $236,766. In the same peri- 
od of 1949, operations resulted in 
a loss of $2,550,878. 

In a letter to stockholders, Wal- 
ter P. Marshall, WU president, at- 
tributed the change to a reduction 
in expenses at an annual rate of 
$17,000,000 since March 31, 1949. 
In the first quarter of 1950, ex- 
penses were $29,712,517, compared 
with $33,179,668 for the compar- 
able period of 1949. 

The savings were largely from 
a system-wide mechanization pro- 
gram (AA, Sept. 5, ’49) which 
was achieved despite a $1,500,000 
increase in operating costs because 
of higher social security taxes and 
a higher minimum wage rate. The 
company is now paying a 75¢ min- 
imum hourly rate to messengers 


{= increase of 10¢ since January. 


As reported in AA May 8, West- 
ern Union is conducting explora- 
tory conversations with about a 
dozen agencies concerning a pos- 
sible advertising drive by WU. No 
decision, it was said, is likely to 
be made in the near future. 


Price Buys Oregon Paper 


Elmer R. Price has resigned from 
the West Coast advertising depart- 
ment of the Albers Milling Co., 
Los Angeles, subsidiary of Carna- 
tion Co., to purchase the Lincoln 
County Leader, Toledo, Ore., from 
Kenneth Epley. Mr. Price was for- 
merly promotion editor of the 
Pittsburgh Sun, and was also in 
the promotion department of the 
New York Sun. 


Providence Admen Elect 


Charles W. Pine, de Sauve-Pine 
Advertising Agency, has been 
elected president of the Advertis- 
ing Club of the Providence Cham- 
ber of Commerce. Louis FitzGerald, 
FitzGerald Inc., has been named 
vice-president, and Harry Hinkle, 
Providence Chamber of Commerce, 
secretary. 


THE LARGEST 
ADVERTISING 
VOLUME 
IN HISTORY 


During March 

The Seattle Post-Intelligencer 
Carried More Advertising 

Than During ANY Other March 


of its 87-year History! 


March Forward With The 


Forward Marching Post-Intelligencer 


Advertising Age, May 22, 1956 


The Eye and Ear Department 


“We Take Your Word” is a sort of TV “Information, Please” — 
and, quite appropriately, it is emceed by John K. McCaffrey, who 
has become a sort of TV Clifton Fadiman, appearing as he does 
on the more intellectual programs (such as “Author Meets the 
Critics”) and conducting himself in every way as a pundit should. 

The program, which runs a half hour, and has been moved 
from its Saturday night spot to a warm and comfortable Sunday 
night opening, has to do with the origin of words—or, sometimes, 
phrases. (For example, “Pop goes the weasel” is an old English 
expression meaning “pawning the flat iron’”—usually the last 
item in the house to go—and in the song, it means pawning Ma’s 
last flatiron for a guzzle of ale down at the pub. Now you can sing 
the song with real feeling!) 

Offhand, it would seem that a program such as this might have 
a very limited audience, consisting chiefly of highbrows. But that 
was the offhand opinion of “Information, Please,” originally—so 
don’t sell ““‘We Take Your Word” short. In fact, this reviewer 
wouldn’t be at all surprised if, by the time these words appear, 
some smart advertiser with a yen for TV as well as for a good, 
inexpensive TV program, might be sponsoring it. 

Like “Information, Please,” ‘‘We Take Your Word” has a panel 
of experts—consisting of the ubiquitous Abe Burrows, Lyman 
Bryson and a guest. Abe, who is not one of this reviewer’s favor- 
ite TV performers, does himself proud on “We Take Your Word,” 
performing as a sort of John Kieran, Franklin P. Adams and 
Oscar Levant rolled into one. The man’s knowledge of word 
roots is astounding. You get the feeling he bones up for the 
program all week. He occasionally sings, like Adams, and, of 
course, spills over with unpredictable wisecracks a la Levant. 

When the panel flubs a word, the shadow of a judge-like crea- 
ture, thrown on a sheet and known as The Voice of Authority, 
reads the correct definition and derivation of the flubbed word. 
(Flub, incidentally, isn’t in this reviewer’s dictionary at all—but 
you get what is meant.) 

The Voice of Authority is one of the rough spots of the program 
which needs ironing out. It is too obviously a TV device. It might 
be a good idea, some night, to tear the sheet down the middle, 
let The Voice of Authority be seen, and then forever after present 
him as Mr. Smith or Mr. Funk or Wagnalls. The device, at pres- 
ent, takes away from the otherwise casual, informal and friendly 
nature of the program. One has a feeling that The Voice of Au- 
thority is probably the Lone Ranger and, even behind the sheet, 
wears a black mask. The program itself is quite adult—the man- 
ner in which The Voice of Authority is presented is on the juve- 
nile side. 

All in all, “We Take Your Word” is one of those television nat- 
urals—like “Kukla, Fran and Ollie” or “Garroway at Large.” It 
may never outrank Milton Berle or Ed Sullivan, but—per dollar 
spent—it may do some advertiser considerably more good. 

Just one more suggestion. If the guest is some star of the thea- 
ter or of the sports world or of any other line of endeavor, why 
not have some of the words presented in his or her category? 


Bushman Goes To ZCMI 


Ted Bushman, Portland, Ore, 
has been named promotion man- 
ager of ZCMI, Salt Lake City de- 
partment store. Mr. Bushman has 
been account executive for the 
Portland office of Mac Wilkins, 
Cole & Weber, and prior to that 
was assistant advertising manager 
and art director of Meier & Frank 
Co., Portland. 


Names Sutherland-Abbott 


Apple Concentrates Inc., Sterling 
Junction, Mass., maker of concen- 
trated apple juice, has named 
Sutherland-Abbott, Boston, to han- 
dle its advertising. The product is 
at present being tested in two sel- 
ected areas, with plans being con- 
sidered for expanding production 
and distribution by the end of the 
year. 


MAST ‘0x your 


Send for this free booklet 
on Point-of-Sale Advertising 


Sixteen pages... profusely illustrat- 
ed . . . packed with ideas! This book 
is designed to give you a wealth of 
suggestions and usable information 
for planning hard selling point-of- 
sale advertising. Get your copy now. 
Use it. Keep it for reference. Just 


send the coupon. No obligation! 


CoeeASO ‘an CO. » 2639A N. KILDARE AVE., CHICAGO 39 


Rush your. booklet on point-of-sale advertising, entitled "39 WAYS" to: 
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Four A's Lists 
Officers of 13 
Local Chapters 


New YorkK—The 13 local chap- 
ters of the American Association 
of Advertising Agencies have 
elected officers and governors for 
the 12 months starting April 1, 
1950. They are: 

Chesapeake chapter: chairman, Joseph 
Katz, Joseph Katz Co., BaPtimore; vice- 
chairman, D. W. Lindsey, Lindsey & Co., 
Richmond; secretary-treasurer, Theodore 
A. Newhoff, Theodore A. Newhoff Ad- 
vertising, Baltimore; Sidney Levyne, S. 
A. Levyne Co., Baltimore; and J. Robert 
Corry, Lewis Edwin Ryan, Washington. 
Cleveland chapter: chairman, R. G. 
Simmons, Meldrum and Fewsmith, Cleve- 
land; vice-chairman, H. D. Falls, Bayless- 
Kerr Co., Cleveland; secretary-treasurer, 
Carr Liggett, Carr Liggett Advertising, 
Cleveland; Frank Otte, Fuller & Smith & 
Ross, and V. L. Kenney, Griswold-Eshle- 
man Co., Cleveland. 

Northern California chapter: chairman, 
Ford Sibley, Foote, Cone & Belding, San 
Francisco; vice-chairman, Ross H. Ryder, 
Ryder & Ingram Ltd., Oakland; secretary- 
treasurer, Robert H. Knollin, Knollin 
Advertising Agency, San Francisco. Ed- 
ward A. Merrill Jr., Young & Rubicam, 
and John J. Wiley, Kenyon & Eckhardt, 


San Francisco. 

Southern California chapter: chairman, 
Robert B. Shirey, J. Walter Thompson 
Co.; vice-chairman, A. W. Neally, Batten, 
Barton, Durstine & Osborn; secretary- 
Itreasurer, John A. Privett, Mogge-Privett. 
Charles Levitt, Smalley, Levitt & Smith, 
and Charles John Hawkins, Barnes Chase 


.. Los Angeles. 
Southern Ohio chapter: chairman, Her- 
man H. Hutzler, Hutzler Advertising 


Agency, Dayton; vice-chairman, Robert 
Narsh, Compton Advertising, Cincinnati; 
secretary-treasurer, Don Kemper, Don 
Kemper Co., Dayton. Carter B. Helton, 
Kircher, Helton & Collett Inc., Dayton, 
and John Magro, Ruthrauff & Ryan, Cin- 
cinnati. 

Southwest chapter: chairman, Thomas 
F. Conroy, Thomas F. Conroy Inc., San 
Antonio; vice-chairman, Lowe Runkle, 
Lowe Runkle Co., Oklahoma City; sec- 
retary-treasurer, John Stewart, Glenn Ad- 
vertising, Fort Worth. Dan T. White, 
Dan White & Associates, El Paso; John 
B. Wilkinson, Wilkinson, Schiwetz & Tips, 
Houston; Don Watts, Watts Payne—Ad- 
vertising, Tulsa; and George Godwin, 
Dixie Advertisers, Jackson, Miss. 

Spokane chapter: chairman, J. Walter 
McLean, Tomowske Advertising Agency; 
vice-chairman, Harvey A. Brassard, Sy- 
verson-Kelley; secretary-treasurer, Ver- 
non L, Cary, Pacific National Advertising 
j|Agency, all Spokane. 

Twin-City chapter: chairman: E. A. 
\Cashin, Batten, Barton, Durstine & Os- 
|born; vice-chairman, Michael J. Fadell, 
\Fadell Co.; secretary-treasurer, Harold 
Walker, Harold C. Walker, Advertising. 
John T. Foley, Olmsted & Foley, and 
Raymond C. Jenkins, Erwin, Wasey of 
Minnesota, all Minneapolis. 

Oregon chapter: chairman, Milton Fol- 
and, Pacific National Advertising Agency; 
vice-chairman, Marvin E. Knudson, Rich- 
ard G. Montgomery & Associates; sec- 
tetary-treasurer, D. R. Dawson, Mac 
Wilkins, Cole & Weber. Adolph L. Bloch, 
Adolph L. Bloch Advertising Agency, and 
Leith Abbott, Foote, Cone & Belding, all 
Portland. 

Pittsburgh chapter: chairman, H. B. 
Peebles, Albert P. Hill Co.; vice-chair- 
man, W. Stanley Redpath, Ketchum, Mac- 
leod & Grove; secretary-treasurer, 
George S. Hill, Albert P. Hill Co. James 
Holding Jr., Batten, Barton, Durstine & 
Osborn, and George E. Kelly, W. Earl 
Bothwell Inc., all Pittsburgh. 

Pudget Sound chapter: chairman, Harry 
S. Pearson, Harry S. Pearson & R. E. 
Morgan Advertising; vice-chairman, Wil- 
liam W. Woodbridge Jr., Botsford, Con- 
stantine & Gardner; secretary-treasurer, 
Sidney Copeland, Mac Wilkins, Cole & 
Weber. Warren E. Kraft, Honig-Cooper 
is William H. Horsley, Pacific National 


Advertising Agency; Francis G. Muilins, 
Ruthrauff & Ryan; and Joseph Maguire, 
Strang & Prosser Advertising, all Seattle. 
Rocky Mountain chapter: chairman, 
Harold Walter Clark, Harold Walter Clark 
Inc.; vice-chairman, Carl A. Salstrand, 
Ball & Davidson; secretary-treasurer, 
James R. Macpherson, Conner Advertising 
Agency, all Denver. 

St. Louis chapter: chairman, James B. 
Wilson, D’Arcy Advertising Co.; vice- 
chairman, W. L. Sanborn, Winius-Bran- 
don; secretary-treasurer, Frank A, Watts, 
Watts Advertising Agency. R. C. Stricker, 
Ruthrauff & Ryan, and H. O. Whiteside, 
Gardner Advertising Co., all St. Louis. 


Ktuissink to Deuss-Gordon 


, Deuss-Gordon Advertising 
#sency, Chicago, has been named 
}Y Aruissink Brothers, Chicago, 
urniture manufacturer, to direct 
new merchandising program for 
its line of wall shelves and other 
ome furnishing novelties. Trade 
publication advertising, also to be 
andled by Deuss-Gordon, will tie 
n with the new program. 


THEY'VE PICKED THE WINNER—The winning title in Shears’ contest for a new name 
is being handed to Publishing Director Harry E. Roden (left) by M. G. Fessenden of 
Ace Carton Co., Chicago, while fellow judges A. S. Daniel of W. C. Ritchie & Co., 


Chicago, and Don Shepard of Menasha 


Wooden-Ware, Menasha, Wis., beam ap- 


proval. The business paper’s new name, picked from more than 3,000 entries, will be 
kept a secret until the appearance of a special October issue. 


Judd Appoints McDade 
William McDade, formerly ad- 
vertising manager of Weil Clothing 


| Co-, St. Louis, has joined the Sam 
| P, Judd Advertising Co., St. Louis, 
as account executive. 


Big Drive Launched for 
Holmes & Edwards Silverware 


Holmes & Edwards, New York, 
returning for the first time since 
the war to open stock selling of 
its Sterling Inlaid plated flatware, 
heralded the event with a full- 
page ad in two colors in the May 
15 Life. The ad is part of a cam- 
paign which is said to be the 
largest ever to be run on silver- 
ware in that magazine. Continu- 
ing throughout the year, the sched- 
ule calls for one to three inser- 
tions a month, to be peaked dur- 
ing the big selling seasons. 

In addition, the company will 
continue its campaigns in a wide 
group of women’s magazines, with 
pages in two colors appearing 
every other month. Cunningham & 
Walsh handles the account. 


Kleiman Agency Moves 

Fredric R. Kleiman Advertising 
Agency has moved its offices from 
32 W. Randolph St. to the 203 N. 
Wabash Bldg., Chicago. Thomas 
J. O’Connor and Beverly Pach- 
ter have joined the agency as office 
manager and copy chief, respec- 
tively. 
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To Air ‘The Show Goes On’ 


American Safety Razor Corp., 
New York, will sponsor the first 
half hour of “The Show Goes On” 
starting Sept. 28 over CBS-TV 
(through McCann-Erickson) for 
its pocket and table lighters. Co- 
lumbia Records sponsors the last 
half of this Robert Q. Lewis pro- 
gram. 


Brock-Hall Names Cook A. M. 

Howard S. Cook has been ap- 
pointed advertising manager of 
Brock-Hall Dairy Co., Hamden, 
Conn., distributor of Flavor Rich 
brand of dairy products. 


USE GOVERNMENT PHOTOGRAPHS 


MILLIONS OF THEM 
IN PUBLIC DOMAIN 


Big publications & adver- 
tisers use many. No high 
photography costs or lim- 
ited subjects if this tre- 
mendous, little understood, 
photo reservoir is utilized 
threugh our search services 
& explanatery, $7.50 manval-catalog, ‘Through 

vernment Lenses'’. Sold on 5 day approval. 
Details free, with indorsements of gov't officials, 
users, and press. WASHINGTON COMMERCIAL 
CO. Dept. J, 1200 15th St. NW, Washington 5, D.C. 


..and the mats that created a smell 


This parfumeur had created a blend of essences 
and chemicals which, when put up in a tiny fancy 


vial, was certain to 


bring out the animal in the 


most blasé of males. 

Then he spent thousands of dollars in art 
work and copy to get the big idea across with the 
swank set. But when mat reproductions appeared 
in the newspapers—pfooie! They fouled up the 


sheet. 


Sometimes ordinary mats do not do justice to 
fine art work, sensitive photographs. Reilly 
Plastictypes always do. In fact, Reilly Plastictypes 


Reilly Plastictypes 


REILLY ELECTROTYPE COMPANY 


Creators of Better Plates for Better Printing 
305 EAST 45th STREET, NEW YORK 17, N. Y. 


INDIANAPOLIS) + 


SAN FRANCISCO + 


CHICAGO «+ DETROIT -+ 


Murray Hill 6-6350 


LOS ANGELES 


can and do give even better, more uniform 
reproductions than the finest newspaper elec- 


trotypes. 


In planning your next campaign do as hun- 
dreds of advertisers are already doing—call in 
Reilly. Reilly has made over five million Reilly 
Plastictypes for almost every type of product. 
A Reilly expert will show you how Plastictypes, 
which cost a few cents more, can make your 
reproductions far more effective. 

Call Reilly. There’s no obligation whatever. 


Or if you’d rather write, 


here’s your coupon. 
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Name 


Reilly Electrotype Co. 
305 E. 45th St., N. Y. 17, N. Y. 


Show me why your Plastictypes will give me better 
reproductions in newspapers. 


Company 


Address 


City. 


Zone State 
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‘Coronet’ Releases Politz Study on Its 
Reader Families’ Buying Habits, Income, Etc. 


New YorK—Coronet last week 
released an audience survey con- 
ducted by Alfred Politz Research 
Inc., showing the age, income, ed- 
ucation, buying habits and pos- 
sessions of its readers’ families. 

Announced as the “first study in 
publishing history of the audience 
of a modern sized (pocket-size) 
magazine,” it is regarded as the 
second phase of Coronet’s “guar- 
antee” campaign, according to Ro- 
bert F. Buggeln, advertising man- 
ager. 

The results have been compiled 
in both technical and popular ver- 
sions. There will be no mass mail- 
ing, however, and the report will 
be displayed only by presentation. 
It will be shown to advertisers 
and agencies. Ads announcing the 
study will appear in newspapers 
and business papers. 

The survey, Mr. Buggeln said, 
shows an audience far above the 


national average in income, ed- 
ucation and possessions. Personal 
interviews were conducted in 11,- 
000 households during the last 
quarter of 1949. 


s A probability sample was used, 
Mr. Politz explained, and the find- 
ings are therefore applicable, he 
said, to the total population under 
study. The projected number of 
Coronet subscription copies found 
by the study was 1,242,000, as com- 
pared with a figure of 1,274,000 
shown in the circulation depart- 
ment records. 

The survey report includes Cor- 
onet’s answers to questions in the 
Association of National Adver- 
tisers’ recently issued “checklist” 
for evaluating market studies (AA, 
May 8). 

Morten M. Lenrow, Coronet’s 
marketing research manager, said 
the study incorporates data sug- 


gested by a number of research 
and marketing experts consulted 
before it was conducted. 

The survey, he emphasized, 
called for a qualitative study of 
the Coronet household market and 
no attempt was made to measure 
secondary or “pass-along” reader- 
ship. 


‘TIME’ SUBSCRIBER 
FAMILIES STUDIED 


New YorK—The business in- 
formation division of Dun & Brad- 
street has published a study of 
Time’s subscriber families that 
sets their average annual income at 
$9,535. : 

The report contains information 
on family composition, homes and 
assets, and analyzes the age, ed- 
ucation, occupation and community 
activities of adult members. 

Statistics included in the report 
give Time credit for 74% college 
attendance among the heads of 
subscriber families and a total of 
90% gainfully employed. One out 
of four has a profession or is in 


“HOSPITAL MANAGEMENT EXTENSIVELY 
USED BY ALL DEPARTMENTS” 


Says CHARLES V. WYNNE, 
Superintendent WATERBURY HOSPITAL 


Waterbury Hospital: 
A $4,500,000 establishment 
with 314 beds and 68 bassinets. 
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Waterbury, Connecticut 


Largest net paid ABC hospital circulation. Send for new 
surveys covering architects and food and equipment. 


SRS, 


EADING 


Deep Penetration Means 
Full Buyer Group Coverage 


coincide with the departmentalization 


MANAGEMENT teaches department 
heads as well as administrators—gives you 


200 E. Illinois St., Chicago 11, Tl. 


Editorially departmentalized to 


of hospitals themselves, HOSPITAL 


full penetration of the buying group 
where hundreds of specialized 
purchases in this highly specialized 
field are initiated by expert 
department heads. 


Regular routing of HOSPITAL 
MANAGEMENT to their depart- 
ment heads by 88.56% of hospital 
administrators—plus the largest 

net paid ABC hospital circulation 
—further help assure an active 
executive audience for your 

selling message. 


HOSPITAL MANAGEMENT 
is must reading with all those 
whom you must reach to do 

an adequate selling job in this 
highly specialized field. 


Advertising Age, May 22, 9 


JUDGING ENTRIES—Scrutinizing entries submitted to the National Advertising 
Agency Network for its annual creative awards during a judging session at the Yale 
Club in New York, are (left to right) Richard G. Holbrook, Batten, Barton, Dursting 
& Osborn; Allen B. Sikes, Bureau of Advertising; and Dr. E. L. Deckinger, Biow Co, 


government work. Of those in bus- 
iness, 36% are executives, owners 
or partners, and 24% are man- 
agers or department heads, accord- 
ing to the report. 


s Dun & Bradstreet describes the 
average Time family as composed 
of 3.17 persons, with a home con- 
sisting of 6% basic rooms ex- 
clusive of pantries, bathrooms or 
other utility space. Of the sub- 
scribers surveyed, 39% own real 
estate other than their home and 
87% own securities. The aver- 
age amount of life insurance car- 
ried per family amounts to $23,506. 

The report was made by 6,000 
mail questionnaires and 586 per- 
sonal reports on mail non-re- 
spondents. 


Toronto Adclub Elects 

James Matthews, James Fisher 
Co., Toronto agency, has been 
elected president of the Young 
Men’s Advertising and Sales Club 
of Toronto. Other officers are: 
Art Monteith, manager of the 
graphic arts division of E. Harris 
Co., Ist vice-president; Jack 
Young, Goodyear Tire & Rubber 
Co., 2nd vice-president; William 
Inch, Procter & Gamble Co. of Ca- 
nada, secretary, and Charles Min- 
dle, mariager of the North Toronto 
branch of Industrial Loan & Fi- 
nance Co., treasurer. 


Raleigh Adclub Elects 

R. W. Youngsteadt, manager of 
the advertising and promotion de- 
partment of Station WPTF, Ral- 
eigh, N. C., has been elected presi- 
dent of the Raleigh Advertising 
Club. Other officers are: Jack T. 
Howard, of J. T. Howard Adver- 
tising Agency, vice-president; 
Grey B. Hoops, advertising man- 
ager of the North Carolina Equip- 
ment Co., secretary, and Elizabeth 
Stewart, of General Outdoor Ad- 
vertising Co., treasurer. 


Starts Puffins Campaign 
Ready-To-Bake-Foods Inc., Los 
Angeles, has started an introduc- 
tory newspaper campaign for Puf- 
fins, ready-to-bake biscuits, in 
Texas, Oklahoma and other south- 
western markets. Expansion of 
the campaign to other markets will 
follow as quickly as distribution 
is obtained on the West Coast and 
in the Midwest and Southeast. 
Barton A. Stebbins, Los Angeles, 
is the agency. 


Appoints Dalzell V. P. 

Robert B. Dalzell, formerly a 
sales executive of Lever Brothers, 
has been named vice-president in 
charge of the new marketing di- 
vision of Burnham & Morrill Co., 
Portland, Me. The division was 
formed to promote sales of B & M 
Brick Oven baked beans and other 
B & M foods at the retail level. 


Tullis Agency Names Two 

Russ McCollum, formerly with 
KFRC in San Francisco, KOMO 
in Seattle, and KPOA in Hono- 
lulu, and John Pershing, former- 
ly in retail merchandising, have 
been named account executives of 


ie | Tullis Co,, Los Angeles. 


Bardahl Launches 


Drive in Magazines 


SeaTTLE—Bardahl Mfg. Corp, 
has started a national advertising 
drive for Bardahl, an engine lub- 
ricant that is added to crank case 
oil, with ads scheduled in Collier’s, 
Popular Mechanics, Popular Sci- 
ence and True. 

Magazine ads use cartoon tech- 
niques to draw attention to a com- 
mon motoring problem, and then 
use headlines to tell how Bardahl 
meets that problem and saves the 
motorist money. Typical headlines 
in the magazine series read: “Free 
sticky rings and valves before 
they stick you,” and “Pep up that 
sluggish engine before it shakes 
you down.” 

Collier’s is used on a once-a- 
month basis throughout the year, 
and Popular Mechanics, Popular 
Science and True every other 
month, 


za One and two-column newspaper 
mats of the series also are sup- 
plied for dealer placement, as well 
as copy for radio spots, and direct 
mail and point of sale material. 

Bardahl lubricant was developed 
here 11 years ago by Ole Bardahl, 
metal mine operator, and James 
W. Tennant, industrial chemist. It 
is now sold through 175 distribu- 
tors in the United States and Can- | 
ada and has spot distribution in 
Norway, Belgium, Argentina and | 
South Africa. It is sold in con- | 
sumer-size cans and in bulk to 
industry. 

Bardahl Oil Co., St. Louis, 
headed by Irwin E. Fuchs, mid- 
western distributor, also is using 
television. 

The Bardahl Mfg. Corp. account 
is handled by Wallace Mackay Co. 
here. 


Holley Agency Moves 

Robert Holley & Co., advertising 
agency, has moved its offices 1 
511 Fifth Ave., New York, effec 
tive May 29. 


WHY OVERLOOK! 
10 BILLION $$$ 
WORTH « SALES 


Wake up! 15 million American Negros 
buy food, drinks, drugs, cosmetics 
other products. They have 10 billio 
dollars to spend! Tell them what y# 
have to sell. The best way is 

Race publications, the Negroes’ ow? 
newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Treme” 
dous profits are made through adver 
tising to this great and growing ma 
ket. For full details write Intersta? 
United Newspapers, Inc., 545 Fif? 
Ave., N. Y¥., serving America’s leaditl 
advertisers for over a decade. 


NOTE: We now have facts compiled by # 
: ‘ Resnerch Co. of Americe ~ bro 
eferences oO’ egroes from coas 

the only pots of its kind ever made, Write n 

for this free information, 
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BRE TREES 


Hates 


Supermarket Men 
Jam Largest SMI 
Annual Meeting 


(Continued from Page 1) 


yertising and retailing of food. Su- 
permarket operators feel that they 
have taken most of the water out 
of their own operations and, as a 
result, will attempt to point out 
obvious inefficiencies in other 
pranches of the food distribution 
process. 


s For example, Mr. Edwards de- 
clared that “in some cities, our 
wholesale produce exchanges are 
completely obsolete and their ob- 
solescence adds measurably to the 
cost of every head of lettuce, every 
pound of tomatoes, every bunch 
of carrots that come onto the mar- 
ket, and actually results in the 
waste of food that could feed hun- 
gry people. Here is a situation that 
cries for correction. As purchasing 
agents for the consumer,” he con- 
tinued, “isn’t it just as much a 
part of our responsibility to help 
correct inefficiency and waste 
wherever it occurs?” 

One of the most interesting talks 
at the meeting was delivered by 
Melvin Weinkle of the merchan- 
dising division of Carl’s Markets, 
Miami. According to Mr. Weinkle, 
Miami “has the most competitive 
price situation in the U. S. to- 
day... Fifteen months have passed 
and the price war is still going on, 
with a vengeance. Once the trend 
was established, it followed the 
only course—right down the road 
to a straight giveaway of mer- 
chandise.” 


a Mr. Weinkle explained that 
Carl’s Markets has survived be- 
cause of sensible merchandising, 
“newspaper advertisements which 
stressed institutional selling...a 
policy of unconditional money-back 
guarantees, the cleanliness of our 
stores, the courtesy of our em- 
ployes, the many conveniences 
such as air conditioning, free park- 
ing, and variety of merchandise.” 

He argued that it is possible 
for retailers to outlast destructive 
price wars through institutional 


| advertising, through ads which talk 


“quality,” and because consumers 
eventually realize that retailers 
| who offer items below cost must 
make up the losses on other mer- 
chandise or by unethical sales of 
sub-standard merchandise. 


= SMI members at the meeting 
listened attentively to B. C. Rob- 
bins, promotion supervisor, cello- 
phane division, E. I. DuPont de 
Nemours & Co., New York, who 
presented the results of a new 
“Study of Consumer Prepackaged 
Meat Preferences,” by Charles L. 
Rumrill Co., Rochester, and the 
market research section of Du- 
Pont. 

Data in the study were compiled 
in 11 cities across the country. 
House-to-house interviews were 
conducted with the family meat 
buyer, in neighborhoods with at 
least one good service meat opera- 
tion, and one good self-service 
meat operation that had been un- 
der way for at least six months. 


= Of the 3,419 meat buyers ques- 
tioned, 96% had heard of prepack- 
aged meat; 72.2% had bought pre- 
packaged meat and 27.8% had not 
bought at the time of the study. 
Of those who had bought self- 
service meat at least once, 51.1% 
continue to buy regularly; 40.8% 
buy occasionally; 7.7% no longer 
buy and 0.4% gave no answer. 
Reasons given by the 7.7% who 
no longer buy included: general 
dissatisfaction (36.6%); prefer 
other stores (34.3%); prefer a but- 


cher (30.3%); poor quality | 


(20.6%), 
(12.6%). 


and poor packaging 


ws Ralph E. Head, grocery mer- 
chandising manager, Batten, Bar- 
ton, Durstine & Osborn, pre- 
viewed the 15th BBDO food staff 
presentation, “Non-food items in 
grocery outlets.” The study was 
conducted among the 3,000 women 
in the BBDO consumer opinion 
panel. 

Highlights of the survey include 
the following: 

1. Evidence indicates that wom- 
en buy many non-food items in 
grocery stores when they are of- 
fered the opportunity of selecting 
well-known brands from a suffi- 
cient selection, even though they 
may think that they do not want 
to buy such items before being of- 
fered the opportunity. 


w 2. The chief items which wom- 
en hesitate to buy in grocery stores 
are those which they consider to 
be medicine and buy on a doctor’s 
prescription; those which require 
special or technical instruction as 
to use, and those for which they 
have an extremely strong brand 
loyalty and which they refuse to 
purchase unless the preferred 
brand is available. 

3. Non-food items that have a 
common use in the home; that do 
not require special or technical in- 
struction as to use; that are not 
considered a medicine, and that can 
be stocked in sufficient variety 
under well-known brands, all ap- 
pear to offer promise as grocery 
store items, because of the acces- 
sibility of grocery stores and the 
frequency with which women vis- 
it food stores. 


‘Henry J.’ Called 
Ridiculous Name in 
Stockholder’s Suit 


San Francisco—Kaiser-Frazer 
Corp.’s $200,000 car-naming con- 
test backfired here last week when 
one of the company’s women driv- 
ers—an irate stockholder—filed 
suit for $5,200,000 against the 
company’s executives. 

Mrs. Cordelia Maxwell Bell of 
Berkeley is plenty upset because 
contest judges selected “Henry J.” 
as the winning name for the com- 
pany’s new low-price car. 


Her suit asked a court order for-; 


bidding the use of what she term- 
ed a “ridiculous name” for the 
car. 

Defendants named are Henry J. 
Kaiser; his son, Edgar; several 
“John Does” (company directors) 
and the corporation itself. 


# In her suit, Mrs. Bell demands 
that the Kaisers and directors re- 
turn to the corporation’s coffers 
the $200,000 ‘“‘stupidly squandered” 
on the contest. 

What’s more, declared Mrs. Bell 
to the court, Henry Kaiser should 
be “permanently restrained from 
using the corporation as a vehicle 
for personal publicity.” 

Company executives are charged 
in the suit with mismanagement 
in holding a contest which ended 
leaving “400,000 disgruntled people 
who submitted better names than 
the one chosen.” 


ew The Berkeley stockholder, a 
widow who owns 200 shares of 
common stock, sued in superior 
court here in behalf of all stock- 
holders. 

As for the other $5,000,000 
sought in the suit, that would com- 
pensate for the general harm done, 
declared Mrs. Bell. The money, 
like the $200,000, should be paid 
by the Kaisers and the directors 
into the corporation’s treasury, At- 
torney Jack Coffey explained. 

“Though, of course, I don’t sup- 
pose they have $5,000,000 right 
now,” commented Coffey. The at- 
torney, like his client, is a stock- 
holder. 


NNPA Meet Told 
Benefits of Good 
Public Relations 


Barnes Stresses Selling; 
Johnson Sees Continuing 
Prosperity; Lawler Talks 


MILWAUKEE—Newspapers must 
improve their public relations with 
department store advertisers or 
suffer the loss of advertising to 
other media, Prof. Leslie McClure, 
University of Illinois, told news- 
paper promotion men assembled 
here for the National Newspaper 
Promotion Association convention 
last week. 

While gathering material for his 
new textbook, “Newspaper Adver- 
tising and Promotion,” Prof. Mc- 
Clure encountered retailers whose 
attitude towards newspapers was 
not at all in harmony with their 
practice of using so much news- 
paper space. The complaints ranged 
from criticism of newspaper men’s 
lack of information on retailing to 
dissatisfaction with the lacka- 
daisical sales approach employed 
by many salesmen. 

Prof. McClure recommended that 
newspapers keep stores informed 
about special events and promo- 
tions, as well as furnishing them 
with data on just how the paper 
operates, what its problems are, 
etc. A second suggestion called for 
newspapers to cooperate with 
stores on a research program to 
determine the results of their ad- 
vertising. 


a Other aids in building good 
public relations, he added, include 
observation of sales and promo- 
tional work being done by com- 
peting media, and direction of 
more market data to local space 
buyers. Many of them are as in- 
terested in these data as agency 
people are. 

Like several speakers before 
him, Prof. McClure offered promo- 
tion men reassuring words on the 
rising spectre of television. He 
pointed out how newspapers had 
successfully met the challenge of 
radio, news magazines, picture 
magazines and the depression. But, 
he warned, despite percentage and 
dollar gains, newspapers’ most 
lucrative source of revenue—the 
retail store—has been cut into by 
other media. Television, he added, 
has possibilities in the retail field 
that cannot be ignored—that’s why 
it is so important for newspapers 
to do a public relations job with 
retail space buyers and store ex- 
ecutives. 


a “When it comes to promoting 
your newspaper as an advertising 
medium, sell what your paper has 
got, not what your competitor 
hasn’t got,” Harold S. Barnes, di- 
rector of the Bureau of Advertis- 
ing, ANPA, told the convention. If 
each paper would concentrate on 
promoting itself as a highly pro- 
ductive medium, he said, both re- 
tail and national newspaper ad- 
vertising would experience sub- 
stantial gains in 1950. 

In Mr. Barnes’ opinion, televi- 
sion will have a very negligible 
effect upon readership of a news- 
paper—provided it is a readable 
paper. It may affect the hours at 
which the paper is read, but if 
the paper is alert, well-edited and 
reflects community interests, he 
foresaw no drop in readership. 

Mr. Barnes disagreed with those 
who claim that a new medium can 
prosper only at the expense of an 
older medium. From 1939 to 1948, 
he pointed out, radio enjoyed its 
peak prosperity. During this time, 
he added, it was claimed that the 
average person spent four hours 


a day listening to the radio, and 
yet in this same period, both news- 
paper and magazine circulation in- 
creased. 

Not only did newspapers and 
magazines prosper during this per- 
iod, Mr. Barnes said, but a new 
publishing venture, started in 1939, 
managed to sell 300,000,000 Pock- 
etbooks at 25¢ each in that same 
ten-year period. 


a Arno H. Johnson, vice-presi- 
dent and director of media and 
research for J. Walter Thompson 
Co., New York, told promotion men 
that several basic changes in our 
economy since before the war must 
be considered before we let our- 
selves believe depression is inev- 
itable or that unemployment can’t 
be solved by expanding markets 
and a higher standard of living. 

These changes deal mainly with 
increases in and changes in char- 
acter of population, increased abil- 
ity to produce and increased real 
purchasing power, Mr. Johnson 
said. An important factor, he 
added, is the huge backlog of ac- 
cumulated savings, and the large 
volume of U. S. savings bonds 
about to mature. 

The present high level of nation- 
al income, Johnson said, is a basic 
challenge to business and to gov- 
ernment to encourage a_ higher 
standard of living in America. 

“The fundamental elements of 
our high purchasing power,” he 
continued, “still exist as they never 
did in our prewar history, and 
justify the belief that, with an ex- 
tra 5% of effort applied to sales 
and production, and with a fav- 
orable attitude toward business on 
the part of government and labor, 
we can have prosperity in 1950 and 
1951 instead of depression.” 


w Newspapers must understand 
the marketing problems of their 
advertisers, and be able to render 
practical help in reducing distribu- 
tion costs, said A. C. Nielsen, pres- 
ident of A. C. Nielsen Co., at an 
NNPA luncheon meeting. 

Mr. Nielsen outlined the opera- 
tions of the different Nielsen index 
services, and pointed out how they 
can be used to detect the need for 
newspaper advertising and to show 
the city sizes in which the need is 
greatest. 

On the subject of television, Mr. 
Nielsen warned that there has been 
a tendency to exaggerate its ef- 
fect on the volume of radio listen- 
ing. While evening listening de- 
clines 73% and daytime listening 
declines 13% when the average 
home installs a TV set, the per- 
centage of homes now having tele- 
vision is so small that the net de- 
cline in all radio listening has been 
only about 8.5%. 

He emphasized, however, that 
even this decline in hours of listen- 
ing per home had been balanced 
exactly by the increased number 
of radio homes. 


a N. F. Lawler, director of adver- 
tising and sales promotion for 
Nash Motors division of Nash-Kel- 
vinator Corp., Detroit, urged pro- 
motion men _ to 
sponsor events 
that benefit the 
general public, 
not just certain 
select groups. 
Also, he said, put 
some showman- 
ship behind your 
promotions. 

As an example 
of a general pro- 
motion that has 
reeped big bene- 
fits for Nash, he cited the case of 
the experimental NXI under-$1,000 
car. Although this experimental 
car was not planned as a promotion 
for the Nash Rambler, he said, the 
result of testing public reaction to 
the NXI in six key cities created 
so much publicity for the company 
that sales in March, April and May 
have been 50% higher than Nash’s 


N. F. Lawler 


previous high. 

Mr. Lawler recommended that 
newspaper promotion employ the 
Same “group selling” techniques 
that automobile companies use 
when they hold dealer meetings. 
This type of meeting gives an op- 
portunity to dramatize a story, he 
added, and to infuse mass enthu- 
siasm. 


a “One of the most effective tools 
that any newspaper can possibly 
use to sell more advertising is 
factual information—research in- 
formation,” according to Ed Bur- 
geson, promotion manager for 
Madison Newspapers, who reported 
results of a joint NNPA-NAEA 
research project. 

The project held two clinics dur- 
ing the past 15 months, and will 
publish the results in a book which 
will be ready for the NAEA con- 
vention this summer. Many news- 
papers, Burgeson said, aren’t using 
research as a selling tool, and the 
purpose of this book will be to 
show them how research can be 
used effectively. 

A. Ross Eckler, deputy director 
of the Bureau of the Census, an- 
nounced that preliminary popula- 
tion figures for areas having small 
populations can be expected soon, 
while figures on metropolitan areas 
of over 250,000 will be ready in the 
last quarter of 1950. : 

Early estimates indicate, he ad- 
ded, that there will be a popula- 
tion increase over 1940 of about 
20,000,000, with some 7,000,000 ad.. 
ditional families, Greatest in- 
creases will be in the very young 
and very old age brackets, and 
there will be a considerable in- 
crease in the number of female 
workers. 


@ Newspapers should profit from 
radio’s experience, and sell ad- 
vertisers on frequency insertions, 
instead of one-shot or spotty cam- 
paigns, Pierre Martineau, Chicago 
Tribune, told the convention. But 
to do this, he warned, you must 
have a good sales story for the ad- 
vertiser. 

Mr. Martineau also told of the 
Tribune’s success in convincing 
advertisers that the premium they 
pay for color advertising is justi- 
fied by increased readership. But 
again, he said, one must be able 
to offer the advertiser proof of re- 
sults in order to sell him. 


= At the business session, Ber- 
trand E. Stolpe, Des Moines Reg- 
ister & Tribune, was elected presi- 
dent of the as- 
sociation; Raoul 
Blumberg, Wash- 
ington Post, was 
chosen Ist vice- 
president, and 
Lester R. Barn- 
hill, Miami Her- 
ald, was named 
2nd _ vice-presi- 
dent. 

Directors elec- 
ted for a two- 
year term were 
Lyndon West, Detroit Free Press, 
and William S. Eager, Montreal 
Star. Robert C. Berkeley, Memphis 
Publishing Co., was elected to fill 
out the term of T. W. Summers, a 
former director. 

The association voted to hold its 
1951 convention in Washington. 


B. E. Stolpe 


Names Kissock V. P. 


William A. Kissock, manager of 
the department of industrial rela- 
tions, Hotpoint Inc., Chicago, has 
been elected vice-president of in- 
dustrial relations. Before joining 
the company Mr. Kissock headed 
industrial relations for Flintkote 
Co., New York. 


Malone Agency Names Two 


Lincoln Hackim Sr., formerly 
sports editor of the Akron Beacon 
Journal, has been named an as- 
sistant account executive of Nor- 
man Malone & Associates, Akron. 
Jack Miles has joined the agency’s 


public relations staff. 
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Jordan, Morgan 
Disagree About 
TV's Novelty 


(Continued from Page 1) 
same basic pattern, which differed 
only in degree. Because the base- 
ball season is six months long, with 
70 or more home dates, the nov- 
elty of TV wears off in the first 
season. 

The major factors that influence 
sports attendance, according to the 
study, are higher incomes, shorter 
working hours, management, per- 
formance and publicity. That 
television is not a major factor, 
Jordan added, is shown by the 
fact that attendance at major 
league games increased or de- 
creased in exact proportion to each 
team’s performance. 


s Jordan’s research differed from 
statements made by members of 
the Western Conference (Big Ten), 
which recently banned live tele- 
vision of football games, partly be- 
cause of its alleged harm to small 
colleges (AA, April 24). He showed 
charts which revealed that among 
small colleges in TV areas, 58% 
increased their attendance, while 
among small colleges in non-TV 
areas ony 44% had increases. The 
study also indicated no harm to 
high schools from the television 
of nearby college games. 


Top Calibre, Established 


SALESMAN 


Can Make High-Bracket 


INCOME 
Presenting COMPLETE 
and ORIGINAL 
Servicing CONTINUOUS 


BAKERY ADVERTISING 
CAMPAIGN 


Vv Must know Bread merchandising 

v¥ Must know Advertising 

Vv Must travel 6 to 8 states 

Vv Must be qualified to make presen- 
tation befitting splendid cam- 
paign! 

STRAIGHT COMMISSION 

Experience, Character, and Credit References 

SNIDERS’ Poster Process Co. 

2638 St. Louis St., New Orleans 19, La. 


The study showed that the size 
of the TV audience at home has 
no relation whatever to the dif- 
ference in the size of the crowds at 
the ball park. Actually, Jordan ob- 
served, television increases the 
home audience without decreasing 
game attendance, because it gets 
more people interested in sports. 


# Direct opposition to Mr. Jordan’s 
contention that the novelty of tele- 
vision gradually wears off was 
voiced by Belden Morgan, pro- 
motion director of the Hartford 
Courant, Quoting the ‘Allredge Re- 
search report on TV viewing ha- 
bits in Washington, he said that, 
on the contrary, families that had 
owned sets more than two years 
reported that they stayed home 
more than families that had 
owned sets for less than two years. 

In discussing television’s effect 
on newspaper circulation, Mr. Mor- 
gan pointed out that there is one 
thing on which all TV surveys 
agree—that television definitely 
changes the habits of people and 
families when it enters the home. 
Citing results of a survey con- 
ducted by Advertest Research of 
New Brunswick, N. J., he said that 
persons questioned still bought the 
same number of newspapers, but 
had reduced their daily reading 
time by about 15%. The study 
found further that addition of TV 
in a home increased newspaper 
reading before noon and between 
5 and 7 p.m., while decreasing it 
from noon to 7 p.m. and from 7 
p.m. to 11 p.m. Summing up the 
effects that television may have on 
newspaper circulation, Morgan 
concluded that: 


= 1. It is not likely to reduce the 
total number of newspaper readers. 
2. It will cause shifts in news- 
paper reading habits. 
3. It very probably will reduce 
multiple newspaper buying. 
4. It may benefit morning news- 
papers at the expense of evening 
papers. 
He suggested that, since many 
continuing studies of newspaper 
reading originally were made in 
towns which now have become TV 
centers, it would be most valuable 
to make new studies in those same 
cities to find out what effects tele- 
vision has wrought. 
(A resolution to direct the Bu- 
reau of Advertising to make such 
a survey was offered at the closing 
session of the convention, but was 


tabled. One of the objections raised 


Notice the wonderful way 


your thumbs and first two fingers work 
for you. They're perfect helpers. Faithorn 3-in-l 
service works like that in the production of your advertis- 


ing. It unifies and synchronizes the skilled actions of producing fine 
Typesetting, Engraving and Printing. It keeps production thumbs and 
fingers where they belong — together. Try Faithorn 3-in-] service once 
and you'll know it’s a mighty satisfying rule of thumbs (and fingers) for 
you. Write—or phone WHitehall 4-2300, and a representative will call. 


FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 


a definite saving of TIME, TROUBLE and MONEY. 


SPECIALISTS 
IN 
COLOR PROCESS 
PLATES 


“i 


NNPA OFFICERS—Les Barnhill, Miami Herald, and Raoul Blumberg, Washington 
Post, watch Frederick N. Lowe, Norfolk Newspapers, retiring president of the Na- 


, offer congratulations to Bertrand E. 


tional Newspaper Pr 


Stolpe, Des Moines Register & Tribune, who will succeed Lowe as NNPA president. 
Barnhill and Blumberg were elected 2nd and Ist vice-presidents, respectively, at the 
association’s 20th annual convention in Milwaukee last week. 


was that television was “still too 
new for such a survey to be of 
value.”’) 


a Television is the top promotion 
tool for newspapers seeking in- 
creased circulation, Charles P. 
Hammond, vice-president of the 
National Broadcasting Co., told 
members of the association. 

“Only through television can 
you bring your newspaper into the 
homes of the people you want as 
readers and command their atten- 
tion to your story,” Hammond said. 
“You can show the non-reader your 
ront page, features and columnists, 
and make him want to buy the 
paper.” 

Mr. Hammond added that news- 
papers which operate TV stations 
are using the medium effectively 
for promotion purposes, and there 
is no reason why other papers 
can’t do the same. He also pointed 
out that the entire time on TV for 
a newspaper is, in effect, a com- 
mercial, because the product is al- 
ways before the viewer’s eyes. 

Another way in which news- 
papers can make good use of TV, 
Hammond said, is to co-sponsor 
with advertisers the showing of 
forthcoming ads. 


ws Since November, i949, Ham- 
mond said, television has jumped 
from a circulation position trail- 
ing the ten leading magazines to 
a position ahead of them all. And 
within the past several weeks, the 
forecast of production for 1950 
has moved up from four to five 
million sets, as first quarter out- 
put exceeded all expectations. 
Television is now operating, he 
added, in all but eight states of 
the union, and in all but two of 
the cities with more than 250,000 
population. The area covered by 
television accounts for two-thirds 
of the country’s retail sales and 
includes 60% of the families in 
the United States. 

Studies covering New York, 
Hammond continued, reveal that 
three. out of five non-television 
owners watch TV at least once a 
week, in the homes of friends or 
in public places. A check made in 
February showed that about half 
of the NBC weekly audience of 
20,000,000 viewers did not own 
sets. And the audience of one 
show—“Saturday Night Revue’— 
is increased 25% by guest viewing. 


ws Department stores are rapidly 
becoming the largest users of local 
television, and within five years 
may become the largest users of 
television, “period,” according to 
J. S. Stolzoff, vice-president in 
charge of radio-television at Cra- 
mer-Krasselt Co. here. 

Cramer-Krasselt is agency for 
several leading department stores 
in the Midwest, Mr. Stolzoff said, 
and each of these stores will spend 
close to $100,000 in TV during the 
next 12 months. But not one of 
these stores, he added, has de- 
creased its newspaper advertising 
budget for the same period. He 


described the TV expenditure as 


“fresh money”—i.e., money that 
has come from increased profits, 
rather than from other media. 


® He outlined the potentialities of 
department store television ad- 
vertising with a series of slides 
showing results of a recent survey 
made by his agency. The survey 
was based on reports from 33 de- 
partment stores across the nation, 
and each store queried used TV 
advertising during February of 
this year. 

The survey showed that, on the 
average, only 7.3% of each store’s 
publicity budget was going to TV 
advertising. Twenty-one stores re- 
ported separate appropriations for 
TV advertising, but six stores said 
that the funds were taken from 
their radio budget and three de- 
ducted theirs from newspaper al- 
location. 

When asked where funds for in- 
creased TV use would come from, 
over two-thirds of the stores an- 
swered “increased budget.” Eleven 
stores, however, said they would 
decrease radio ad expenditures, 
eight would cut their newspaper 
budgets, and one would take it 
from direct mail. 


a Twenty-six of the stores quer- 
ied said they charged television 
advertising off as an advertising 
expense, but four said it was partly 
selling expense, and one store felt 
it was all a selling expense. 

Asked about their 1951 budgets 
for various media, the majority 
of stores predicted an increase in 
television and newspaper adver- 
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tising, a decrease in radio adver 
tising, and about the same budge} 
for direct mail. 

Mr. Stolzoff concluded with q 
warning that this survey did no 
cover all department stores, by 
only those that already were using 
television. 

Frederick N. Lowe, promotion 
manager for Norfolk Newspapers 
and retiring president of NNPA, 
told the TV session some of the 
things he devised to promote the 
launching of WTAR-TV, Norfolk’ 
TV station. These included news 
“plants”, teaser ads, radio spots 
an open house and several other 
promotion stunts. 


Schager Rejoins Atlas Film 
as Vice-President 


Edward Scha- 
ger, formerly 
Chicago manager 
of the Jam Han- 
dy Organization, 
has rejoined At- 
las Film Corp., 
Oak Park, II1., as 
vice-president. 
He will work 
on the planning 
of model sales 


meetings and 
trainimg pro- _ Edward Schager 
grams. 


Mr. Schager first joined Atlas 
in 1937 as a writer and then joined 
Jam Handy in 1942. 


New Radio-TV Group Elects 


The recently formed Radio-Tel- 
evision-Recording Charities Ince., 
Hollywood, has elected the follow- 
ing officers for 1950. They are: 
Sidney N. Strotz, National Broad- 
casting Co., president; Larry Shea, 
vice-president; Don Tatum, Don 
Lee Broadcasting System, sec- 
retary, and Wayne Tiss, Batten, 
Barton, Durstine & Osborn, 
treasurer. The group will launch 
a combined appeal campaign in 
the fall with the slogan, “All for 
One—One for All.” Ear] Seaman 
is comptroller and campaign di- 
rector. 


Pet Ice Cream Ups Bumbalek 
Harold Bumbalek, who has been 
manager of the Pet Ice Cream Co. 
plant in Milwaukee, has been ap- 
pointed vice-president in charge 
of sales for Wisconsin. The com- 
pany also has plants in Waukesha, 
Beaver Dam and Burlington, Wis. 


Names Inland Newspaper 

Inland Newspaper Representa- 
tives Inc. has been named to rep- 
resent the Index Journal, Green- 
wood, S. C., in the general adver- 
tising field. 
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If your products have 
color appeal...make \==' 
your next folder sparkle 


WITH COLOR CHIPS 


For 60 years, paint manufacturers have been 
“showing their colors” the best way with color card 
folders. And for 60 years they’ve been buying these 
color cards from W. J. White & Co. 

Use this attractive way to show the colors of 
YOUR products and get more sales. Write us about 
your color problems... let us send you some typical 
samples of fine color cards. 


W. J. 


467 AMSTERDAM AVE. 
DETROIT 2, MICHIGAN 


SF 
WHITE & CO. 
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Glenn Griswold, 63, © 
in Public Relations 
Work 12 Years, Dies 


New York—Glenn Griswold, 
63, founder and publisher of Pub- 
lic Relations News, died May 15. 

Born in Benton Harbor, Mich., 
Mr. Griswold left high school at 
17 to become editor of two county 
weeklies. In 1908 he joined the 
staff of the Chicago Inter-Ocean. 
Two years later he joined the Chi- 
cago Examiner, and in the ’20s he 
established and was editor and 
publisher of the Chicago Journal 
of Commerce. ; 

In 1931 he became vice-presi- 
dent of Fox Film Corp. in New 
York. Two years later he was pub- 
lishing director and editor of Busi- 
ness Week and a vice-president of 
the McGraw-Hill Publishing Co. 
In 1938 Mr. Griswold organized 
his own public relations company, 
Glenn Griswold Associates, and 
in 1944 founded Public Relations 
News, which originally was a con- 
fidential newsletter for executives. 


a In 1947 he received an honorary 
doctorate in public relations from 
Boston University, the first degree 
of this type bestowed. Both Mr. 
Griswold and his wife, Denny 
Prager Griswold, who has been 
closely associated with him in 
public relations work, were hon- 
ored by the American Public Re- 
lations Association, National As- 
sociation of Public Relations and 
Public Relations Society of Amer- 
ica. Mr. Griswold also was a mem- 
ber of the executive committee of 
Junior Achievement, and was a 
member of the board of Modern 
Industry. 


DODGE TAYLOR 

Howey IN THE His, FLta.— 
Dodge Taylor, 48, chairman of the 
Florida Citrus Commission, died at 
his home here May 13 of a heart 
attack. 

Mr. Taylor conducted hearings 
which brought about the Florida 
citrus code of 1949, revising citrus 
grading and maturity standards. 
He came to Florida from Jackson 
Mich., in 1923, as sales manager 
for the W. J. Hawey citrus inter- 
ests. With C. V. Griffin he bought 
the assets of the company in 1940 
= became executive vice-presi- 

ent. 


DAVID GOODRICH 

Mount Kisco, N. Y.—David M. 
Goodrich, 73, honorary chairman 
of the board and last surviving 
son of the founder of B. F. Good- 
rich Co., Akron, died at his home 
here May 17. He was chairman 
of the board from 1927 until last 
month when he was elected hon- 
orary chairman. From 1940 to 1944 
he was chairman of the National 
Industrial Conference Board. 


HENRY J. DISKEN 

Wuire River JuNcTION, VT.— 
Henry J. Disken, circulation head 
of the Hearst Newspapers in east- 
ern Canada for 35 years, died May 
17 at the Veterans Hospital here. 


Vitrex TV Schedule Expanded 

After extensive tests on TV, 
Glamour Products Inc., Los An- 
geles, is now buying time on tele- 
vision stations throughout the 
country for its Vitrex. The product 
is a dietary supplement of vita- 
mins and minerals for losing 
weight. Commercials will consist 


Ad Scribe’s Item 


AOVERTISEMENT 


I LIVE OUT where the girls 
don’t girdle, and I get all 
le, lit sorts of ideas. What I mean 
; a. e in the woods is exhilarating. You 
ion’t follow me? Here it is straight copy: 
id Scribe is the fellow to know for 
eas, layouts with big-town styling, 

Some copy, some art. Agencies buy my 
; So do economy-wise smaller adver- 

} gt Air mail gets it here and back 
ong have a Ene of see-and-believe 
Sex ae Clip this ad; write me soon at 


254-A, North Canton, Ohio. 


PROMOTION MEN—Swapping promotion ideas at the 20th annual convention of 

the National Newspaper Promotion Association in Milwaukee last week were 

(I. to r.): George Grinnell, Baltimore News-Post, Irvin S. Taubkin, New York Times, 

Andy Talbot, Chicago Herald-American, and Sumner Collins, New York Journal- 
American. 


of two and one-half minute film; A. Stebbins, Los Angeles, is the 
dramatizing the copy story. Barton! agency. 


Nestea Ads to Run 
in 35 Newspapers 


New YorK—Nestle Co. will 
launch a five-pronged promotion 
to push hot weather sales of its 
soluble tea product, Nestea, with 
newspapers in northeastern states 
and Florida scheduled to open the 
campaign May 25. 

Newspaper ads will feature a 
“father and son” consumer deal, 
showing a factory pack containing 
a regular size jar and a sample jar 
to be sold at no extra cost. About 
35 newspapers have been sched- 
uled. 

Point of sale material for the 
campaign includes tea banners, 
window diplays, bag stuffers and 
shelf strips. 

Doherty, Clifford & Shenfield 
handles the account. ° 


Names Street & Finney 

Hinze Ambrosia Inc. has ap- 
pointed Street & Finney, New 
York, to handle advertising of 
Ambrosia liquid facial cleaner. 


‘TV Digest’ Boosts Rates 


TV Digest, Philadelphia, has 
boosted its advertising rates based 
on a net paid circulation figure of 
62,500. The one-time full-page rate 
has been increased from $125 to 
$175. The 52-issue rate has been 
upped from $90 to $125. All other 
rates have been increased propor- 
tionately. 


Myers Lab Appoints Rader 

Myers Laboratories, Warren, Pa., 
has named Kenneth Rader Co., 
New York, for the promotion of 
Edrolax and Ney deodorants. No 
media schedules have been made. 
The products were recently pur- 
chased by the company. 


ADVERTISING 
/ V, FILM FOR LOW 
ACCOUNTS 


ONE 
MINUTE 


THE ADVERTISING COUNCIL, INC. 


aot organization representing all phases of adver- 
dicated to the use of advertising in public service. 


25 West 45th St., New York 19, N. Y. 


A non 
tising 


aculous as that. 


thousands — daily. 


we do it? Easy! 


Let’s show the world what Americans 
can do when they really éry. 


WANT TO HELP? 
MAIL THIS 


The Advertising Council, Inc. Dept. B 
25 West 45th St., New York 19, N.Y. 


Please send me prices on 


____ copies of “The Miracle of 
America", so that each of my employees may receive one. 


inute! That's going a little too far. Maybe we 
istrial miracles in this America of ours, 

gotten around to putting up skyscrapers in 

ay —not yet anyhow. But we're doing things 


, radios, television sets, washing machines and so 
wonderful things are pouring off our production 


ore in the history of the world haye so many 
ing, time-saving, miracle-working devices been 
the comfort and convenience of any people. 


it simply by a unique combination of qualities that make 
ation the most productive of any country 

rth. We do it with a system built on our solid faith 

belief in the dignity of the individual. 


haven’t reached a state of perfection yet. We probably 
er shall. But we've been getting better and better and 
tter all the time. While we’ve been making all of these 
onderful things, we’ve been working progressively shorter 
ours, earning more money, living better and decreasing the 
cost of production so that prices can go down. 


Our American system is the best, the most thrilling, ever devised. 
With even better teamwork, the future is unlimited. If you want 
to help make that future, join with The Advertising Council 

in explaining the American economic system to your employees. 


Order copies of the booklet “The Miracle of America’”’ which 
explains clearly and simply how a still better living can be had 
for all if we all work together. See that each of your 
employees receives one of these copies. 
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Sindlinger & Co. 


Back in Business; 
Nets Are Clients 


PHILADELPHIA—Sindlinger & Co. 
is back in business specializing in 
qualitative research and media an- 
alysis, Albert E. Sindlinger, presi- 
dent, has announced. It discon- 
tinued operation in April because 
of lack of funds (AA, May 1). 

The return was financed 
“through the business,” Mr. Sind- 
linger said, and the company’s 
present projects are the same sort 
of studies made before Sindlinger 
started its Radox radio and tele- 
vision panel. 

What happens when a family 
buys a television set, especially in 


relation to its radio listening, is the 
first question on the Sindlinger re- 
search schedule. Its first clients 
for program studies include Du- 
Mont Television Network, Amer- 
ican Broadcasting Co., Columbia 
Broadcasting System, Mutual 
Broadcasting System, National 
Broadcasting Co., Paramount Pic- 
tures and Stations KYW, WCAU, 
WFIL, WIP and WPEN, all Phila- 
delphia FM stations, and WDAS, 
Philadelphia AM station. 


Appoints Horton-Noyes 

New England Bakery Inc., Paw- 
tucket, R. I, baker of Harvest 
bread and other specialties, has 
named Horton-Noyes Co., Provi- 
dence, R. I., to handle its promo- 
tion. The account was formerly 
serviced by Stanley Musselman 
Inc., New York. 


This reason-why 


type ad 


tries to appeal to a 
time buyer's ergo 


In 1946 there were 25 broadcasting stations 
Now there are 66—over 2% times 


in lowa. 


the number at the time ‘the first BMB study 
was conducted. Yet the .WMT audience has 
increased an average of 14.9%. 


The November-December Hooper covering 86 cities 
showed Cedar Rapids to be first in the morning 

(in homes using sets) with an average of 27.9, 

which was 71% above the national average. 

The WMT share-of-audience was 74.7. 

Cedar Rapids was third in the afternoon with 25.8 
(38% above the national average) and sixth 

in the evening with 39.8 (14% above the national 
average). WMT’s evening share-of-audience was 64.6. 


WMT’s 5,000 watt signal on 600 ke pushes the 

2.5 mv line way Beyond Cedar Rapids— 

to encompass 19,100 square miles and enough 
people to make a city the size of Washington, D. C. 
Practically every day WMT talks to 192,620 


families. 


The income of WMTland’s people is a bright 

and shining thing, with a per capita rating that 
increased last year more than that of any other state. 
It’s a balanced market, 

almost equally divided between agriculture 


conclusions: 


and industry. 


. Iowans are well-heeled 


1 

2. They listen to the radio 
3. They listen to WMT 
4 


. WMT is a logical choice for your clients 
with something to sell in Eastern Iowa. 


The Katz man will provide a basketful 
of additional ergos. 
Just ask him, please. 


600 KC 5000 WATTS ie aecgt 


BASIC COLUMBIA 


CEDAR 
RAPIDS 


NETWORK 


Meck Tells Who 
Benefit from TV 


(Continued from Page 1) 
—and mostly for the better—on 
those families who have had the 
most restricted lives previously. 
The low-income group is now 
finding it can enjoy and be edu- 
cated by the same sort of fare as 
formerly was limited to those with 
money. As a result, their benefits 
are far greater.” 


WEST COAST FAMILIES 
TELL TV PREFERENCES 


Los ANGELEs—Southern Califor- 
nia televiewers prefer cartoon-type 
commercials by more than three 
to one over the next most-liked 
type. 

Among entertainment person- 
alities not now seen, Bob Hope, 
Bing Crosby, Jack Benny and Red 
Skelton would be most welcome on 


While a majority of viewers are 
willing to pay for a first-run mov- 
ie on their home sets, a greater 
majority would not pay the av- 
erage box office price to see a 
TV show on a large theater screen. 

These are among facts revealed by 
a third “Tele-Census” conducted 
by students of Woodbury College, 
under direction of Prof. Hal Evry. 
The survey is based on 3,000 in- 
terviews by 500 students of Wood- 
bury College, Valley College and 
Redlands University. 


m The survey was based on a 
random sample of television set 
owners in the Los Angeles area 
and nearby Riverside, San Bern- 
ardino and San Diego. 

Breakdown of preferences ex- 
pressed for commercials by type 
showed 52% liking cartoons; 16%, 
product in use; 15%, ad-libbed or 
integrated; 10%, motion pictures; 
2%, read from script; 5%, no 
choice. 

To the question, “Would you pay 
the average box office price (50¢- 
75¢) to see a TV show on a large 
size theater screen?” Los Angeles 
viewers answered: “yes,” 24%; 
“no,” 68%; no answer, 17%. San 
Diego replies were: “yes,” 20%; 
“no,” 68%; no answer, 89%. San 
Bernardino answers: “yes,” 37%; 
“no,” 56%; no answer, 7%. 

Answering the question, “Would 
you pay $1 for a first-run movie 


'GINGUIN’—Hiram Walker’s summer pro- 
gram for its London Dry gin includes this 
merchandiser, in which the new character 
called Johnny Ginguin stands on an ice 
block counter display suggesting a Tom 
Collins. The campaign, continuing through 


July, 


includes newspapers, 
and outdoor posters. 


on your home television set?” 59% 
of Los Angeles viewers said “yes”; 
34%, “no”; 7%, no answer. Re- 
sponse in San Diego and San Ber- 
nardino was almost identical. 
Dialing during commercials ap- 
pears to be a fairly general habit. 
Only 36% said they “never” do it; 
26% do so “often”; 35%, “seldom”; 
2%, “don’t know”; 5%, no answer. 


Name Organizing Group 
for International Ad Meet 


A group of 47 men and women 
has been appointed as the or- 
ganizing committee for the 1951 
international advertising conven- 
tion to be held in Central Hall, 
Westminster, July 7. Chairman is 
Lord Mackintosh, Halifax, Eng- 
land. Twenty-five hundred dele- 
gates, 1,000 of them from overseas, 
are expected to attend. A British 
delegation will come to the na- 
tional convention of the Advertis- 
ing Federation of America in De- 
troit, May 30-June 2, and official- 
ly invite the U. S. to the interna- 
tional meeting. 


Marketers Names Larrain 


Charles A. Larrain, formerly 
sales and advertising director of 
Famous Department Stores Inc., 
Los Angeles, has been appointed 
an account executive of Marketers 
Inc., Los Angeles agency. 


Jettrey Joins KMTV 
Lew Jeffrey, formerly with Sta- 
tion KMA, has joined the program 


department of KMTV, Omaha. 
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National Problems 
Deserve Attention, 
Folsom Tells Execs 


WASHINGTON—Taking office ag 
chairman of the Comimittee for 
Economic Development, Marion B. 
Folsom, treasurer of Eastman Ko. 
dak Co., called on business men 
last week to devote more time to 
the study of the.nation’s economic 
problems. 

“While the primary responsibil- 
ity of a business man is to oper. 
ate his business profitably—be. 
cause without profits he cannot 
long provide employment—he, 
along with other groups, must par- 
ticipate and really help in de- 
veloping national policies which 
will preserve and strengthen our 
political and economic freedom,” 
Mr. Folsom said. 

Among the problems to be 
solved, he listed: Stabilizing the 
economy, preserving incentive, in- 
creasing productivity, and increas- 
ing opportunity for all the people, 


@ Mr. Folsom succeeds W. Walter 
Williams, president of Continental 
Inc., Seattle, as CED chairman. 
Mr. Williams held the post since 
May, 1948, when he relieved Paul 
Hoffman, who became head of the 
Economic Cooperation Administra- 
tion. 

In taking over, Mr. Folsom re- 
vealed that CED will issue a 
statement of policy next month on 
the problems that the nation must 
face in order to continue to raise 
real wages, living standards and 
employment. 

Other studies under way deal 
with the question of an adequate 
supply of equity capital; farm price 
supports; international reconstruc- 
tion during the last two years of. 
ECA, and federal budget, tax and 
debt management policies. 


Circulation Group Urges 
Repeal of Excise Taxes 


Controlled Circulation Newspa- 
pers of America Inc. at its national 
convention in French Lick Springs, 
Ind., last week passed a resolution 
urging the repeal of the retail 
excise tax on “consumer items.” 
Another resolution called for re- 
peal of the 15% manufacturer's 
excise tax on items purchased for 
use in newspaper engraving plants. 

Herbert G. Pillen, general man- 
ager of the Mercury Press, Wash- 
ington, was reelected president of 


the group. 


SATISFIED CLIENTS 2 


our best advertisement 


YOU, too can have your present displays produced 
at nominal cost in this magic molded rubber, OR, 
our staff will design and produce for you new spec- 
tacular displays which will sell your product. 


FREE Write for samples of composition 
and our new idea catalogue including current 
displays in production. 


advertising corporation > 


WHY NOT START USING FREDERICK C.F.A.C. 
WINNING MOLDED RUBBER DISPLAYS? 


WASHABLE 


. 
oY 
O 8 Monet | yer! © CRACKPROOF 
Wm antec a8 one @ FULL HALF RELIEF 
its ot ag coe ag He OR FULL ROUND 
ne eRe 10 HE ete Woe LIGHT IN WEIGHT 
te on CUE En Pye BO REUSABLE FOR YEARS 
ov ER x) 40 ar® ore 
\4 co ci DB 955> yeds sed 
aco" 9a A ce> 
co s+ oe rot ve 
ovr aor ornorse ie ewec® wrew 
s Vive s Pen 
ot ®™ ov ned B+ 65 O% yee 
$ see we L0°Nor v yove yom 
45P one Po ypeh , , 8e gph ous: 
an uP 32° at dP ou? 
tay got ssp +) ace 
0 Por Oden KF 6955 
e . 


CHICAGO, 


Quality at the Right Price 
@ UNBREAKABLE 


Courtesy of The H. W. Gossard Company, Chicago, 
Iinois . 


333 n. michigan avenue 
ILLINOIS 


FIRST AWARD WINNER 


C.F.A.C. 1950 


. » All designs and molds exclusive prop 
erty of client. 
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Advertising Age, May 22, 1950 


ARF Ready for 
Magazine Study; 
to Cost $75,000 


New YorkK—The Advertising Re- 
search Foundation is ready to 
make some experimental studies 
in the measurement of magazine 
audiences, All it needs now, it in- 
dicated last week, is the support 
of publishers. 

In a letter inviting magazines 
to participate, ARF estimated the 
cost of the proposed preliminary 
surveys at $75,000. 

H. M. Warren of National Car- 
bon Co., chairman of the founda- 
tion’s board of directors, said two 
surveys would seek to develop: 

1. A method of determining at 
reasonable cost the total audiences 
and audience duplication of a large 
number of magazines, possibly 20 
to 25. 

2. A method of measuring the 
average time spent in reading in- 
dividual magazines of large circu- 
lation and other magazines on 
which sufficient data can be ob- 
tained. 

The letter went to general mag- 
azines of more than 1,000,000 cir- 
culation. 


s If financing can be arranged, it 
was said, two tripartite adminis- 
trative committees would be set 
up—one for each study—repre- 
senting advertisers, agencies and 
publishers. 

A group of advertisers, it was 
revealed, have already offered to 
finance the reading-time study, 
which will cost about $5,000. Sev- 
eral publishers, said Warren, have 
indicated a desire to help finance 
the $70,000 audience study, “under 
certain conditions.” It has been 
suggested, he said, that the cost 
be apportioned among the under- 
writers on the basis of circula- 
tions and advertising revenues. 

A statement attached to the lef- 

ter pointed out that the founda- 
tion does not solicit funds for re- 
search studies but invites the sup- 
port of everyone. ARF, it said, is 
ready to make agreements with 
“any responsible party or parties” 
who will cooperate and finance 
its research. 
@ Since January, 1948, a founda- 
tion committee of advertisers and 
agency men, under the chairman- 
ship of Marion Harper Jr., pres- 
ident of McCann-Erickson Inc., 
has been exploring magazine re- 
search possibilities. 

Last year, the foundation pub- 
lished an audience study of 11 
Canadian magazines, Done on be- 
half of the Canadian Advertising 
Research Foundation, it was the 
first to report individually on the 
leading magazines of any country. 


WRFD Appoints Lutz 


Dale Lutz, formerly with the 
central sales division of Firestone 
Tire & Rubber Co., Akron, now 
heads the state sales department 
of Station WRFD, Worthington, O. 
Joe Bradshaw, former head of the 
Sales department, now handles na- 
tional accounts. 


Chi- 

cago, is distributing this picture frame 

display to larger retail outlets handling 

its new Duo-Fast pocket stapler. The prod- 

uct is being promoted on WBKB, Chicago, 

and probably will be extended to TV in 
other markets. 


MERCHANDISER—Fastener Corp., 


FCC Warns Transit 
FM Radio Operator 
to ‘Regain’ Control 


WasHINGTON—A Flint FM oper- 
ator was warned by the Federal 
Communications Commission 
Thursday that his license will be 
revoked unless he “regains” ex- 
clusive use and operation of his 
station, which he allegedly “trans- 
ferred illegally” to a transporta- 
tion radio firm. 

FCC’s stiff letter to WAJL-FM, 
Flint, contended that a lease agree- 
ment with Flint Transit Co., in 
force since Nov. 1, 1949, transfers 
“rights and duties which are by 
law properly exclusive to a radio 
licensee.” 

It is the second instance where 
FCC has cracked down on a trans- 
it broadcasting arrangement. But 
staff personne] say the “transfer 
of control” need not be an inherent 
part of transit radio, and the two 
crackdowns are not to be consid- 
ered a ruling on the legality of the 
medium itself. 


ws Previously, FCC told WEPC, 
Duluth, that its transportation ra- 
dio lease involved an illegal trans- 
fer of responsibility. A few days 
ago the station asked for permis- 
sion to go off the air for 60 days. 
It is believed here that the sta- 
tion may discontinue operation. 

The commission’s sharp notice 
to WAJL-FM was issued after the 
station denied that there had been 
an illegal transfer of control. 

In a letter received here Feb. 24, 
the station manager declared, “I 
think I can assure you I exercise 
more watchfulness and _ control 
over the programming of the sta- 
tion now than I ever did. I have 
a receiver here on my desk and I 
check on them several times each 
day. I receive program logs, which 
I go over very carefully.” 


ALFRED O. ANDERSSON 

San Drieco, CaL.—Alfred Oscar 
Andersson, 75, former Scripps-Mc- 
Rae newspaper executive and for- 
mer general manager of Newspa- 
per Enterprise Association, died 
May 11 at his La Jolla, Cal., home. 

Mr. Andersson founded the Dal- 
las Dispatch for Scripps-McRae in 
1906, and published it for 17 years. 


Network Gross Time Charges 


Source: Publishers I. 


nformation Bureau 


RADIO 

Four Four 

April April Months Months 

Ameri : 950 1949 1950 1949 
American Broadcasting Co. $ 3,136,891 $ 3,893,784 $13,339,364 $16,046,208 

umbia Broadcasting System 6,056, 3 5,569,965 23,911,229 ‘607, 
pe | Broadcasting System 1,441,452 1,757,432 5,932,426 7,086,604 
ional Broadcasting Co. _ 5,284,013 5,542,138 22,069,954 22,545,740 
Total $15,918,672 $16,763,319 $65,252,973 $68,286,001 

TELEVISION 

Four Four 

April April Months Months 

antes ! 1950 949 1950 1949 
rican Broadcasting Co. $ 371,422 $ 47,359 $1,152,379 $ 98,658 
UMont Teroadcasting System 896,776 616 2,724,717 617,506 
Nation, Television Network * 87,851 * 292,733 
— Broadcasting Co. _ 1,154,982 477,843 4,350,564 ‘1,568,391 
et eraitebte $ 2,423,180 $ 799,669 ‘$ 8,227,660 2,577,288 


Last Minute News Flashes 


First Totals on 1948 Business Census Revealed 


WHITE SULPHUR SPRINGS, W. Va.—W. C. Truppner, chief, business 
division, Bureau of the Census, made the first public release of na- 
tional totals in the 1948 Census of Business Friday, in a talk before 
National Business Publications Inc., here. Totais by industry will be 
released May 27. Here are the national figures: 


RETAIL TRADE ° 
Year No. Establishments Total Sales Employes 
1948 769,993 $130,527,317,000 6,927,891 
1939 770,355 42,041,790,000 4,821,806 

WHOLESALE TRADE 
1948 241,529 $185,279,986,000 2,340,093 
1939 199,726 54,888,480,000 1,605,481 
SERVICE ESTABLISHMENTS 

1948 556,527 $8,567,394,000 1,326,672 
1939 570,057 2,973,581,000 936,2 


Robert Brewster Joins McCann in Chicago 


CuIcaGo—-Robert J. Brewster, program manager for Stations WOR 
and WOR-TV, New York, will join McCann-Erickson in Chicago soon, 
as executive assistant for radio and television to Homer Havermale, 
v.p. in charge of McCann’s office here. James Shelby continues as 
radio and television director. Mr. Brewster formerly was an account 
executive with J. Walter Thompson Co. and producer of the Bing 
Crosby, Gene Autry and other radio shows. 


Benrus Watch Appoints Howard Lane Ad Director 


New YorK—Howard P. Lane, formerly advertising manager of Ron- 
son Art Metal Works Inc., has been appointed director of advertising 
of Benrus Watch Co. His appointment becomes effective June 1. 


Duane Jones Co. Shifts Executives 

New YorK—Duane Jones, head of Duane Jones Co. since its found- 
ing in 1942, will become chairman of the board June 1, with Robert 
Hayes, formerly a vice-president, succeeding him as president. Ralph 
Smith, executive vice-president who made the announcement, said the 
move was planned to free Jones from administrative duties and per- 
mit him to work with clients on creative and selling problems. Hayes, 
who previously was a Procter & Gamble brand man and Young & Ru- 
bicam account executive, joined Jones in 1944. 


Lords Cigaret Test Promotion Resumed 


PHILADELPHIA—Advertising of Lords, Lane Ltd.’s cigarets, will be 
resumed here today. A test campaign begun May 8 with 1,000 and 
600-line ads in the Philadelphia Inquirer had to be suspended for ten 
days while stores were restocked. Ben Sackheim Inc. is the agency. 


French’s Mustard Again Promoted in Newspapers 


RocHEstTer, N. Y.—Atlantis Sales Corp. is using newspapers for the 
first time since the war to promote French’s mustard. Campaign which 
started last month in 12 eastern seaboard markets will run through 
the summer in major dailies in areas being covered. In agdition, a 
plastic mustard spoon is being given away with each jar of French’s 
mustard in the New York market for the first time since the war, and 
19 metropolitan newspapers are being used through June. J. Walter 
Thompson Co. is the agency. 


Davis & Geck Appoints McAdams Agency 

New YorK—Davis & Geck, suture manufacturing subsidiary of 
American Cyanamid Co., has appointed William Douglas McAdams, 
New York. The account was previously handled by Hazard Adver- 
tising Co. 


Williamson Joins Van Diver; Other Late News 


e M. A. Williamson, formerly a vice-president of McGraw-Hill Pub- 
lishing Co., has joined Van Diver & Crowe Inc., New York, in the 
same capacity. He founded Food Industries and was publisher of 
Chemical Engineering and Food Industries from 1927 to 1949. 


e@ Maxwell Bower, sales manager of Harriet Hubbard Ayer Inc., is 
returning to Milkmaid Inc., New York toilet requisites manufacturer, 
as sales manager, a position he held for 10 years until his resignation 
about two years ago. Since then, Milkmaid sales have been supervised 
by an executive sales committee. 


e@ William Walrath and Thomas J. Long have been appointed to the 
western sales staff of American Home, Chicago. Walrath was formerly 
with Fortune in Chicago and before that with Minneapolis-Honeywell. 
Long, most recently with the Chicago sales staff of Collier’s, has also 
been with J. P. McKinney & Son, newspaper representative, and Amer- 
ican Steel & Wire Co. 


e Norton Co., Worcester, Mass., manufacturer of abrasives, has ap- 
pointed James Thomas Chirurg Co., Boston, for promotion of the re- 
fractory division. Chirurg has been and will continue to handle insti- 
tutional and export advertising. John W. Odlin Co., Worcester, services 
other Norton products. 


e Block Drug Co., which recently signed to sponsor “Quick as a Flash” 
two days weekly, starting Sept. 19 over ABC, will air the “Amm-i- 
dent Mystery Playhouse” over CBS-TV effective the same date. Agen- 
cy for Block, which drops Burns and Allen (CBS) at the end of the 
current season, is Cecil Presbrey. Block Drug Co. is in Jersey City. 


e Kaiser-Frazer Corp. has elected Sheldon R. Coons, a New York 
business counselor and one-time vice-president and director of Lord & 
Thomas, as a member of the board of directors. Also named to the 
board is Webb Wilson, K-F v. p. and treasurer. 


9|@ Clement Bentley has been named promotion director of This Week 


Magazine, New York, succeeding Ray Haun, who will head the pub- 
lication’s trade extension department. Bentley formerly handled This 
Week’s trade paper advertising. 


e Hallicrafters Co., Chicago, will launch a $750,000 advertising cam- 
paign, starting in June and running through Christmas, to promote 
a new printed circuit “dynamic tuner” to be used in TV sets. Con- 
sumer ads are scheduled in Sunday picture magazine sections and 
The Saturday Evening Post. Trade journals also will be used. Sorensen 
& Co., Chicago, is the agency. . 


Product-of-Week 
Plan Makes Its 
Chicago Debut 


Cuicaco—James A. Coveney 
Co.’s “Product-of-the-Week” pro- 
motion, which made its debut in 
Denver in April, 1948, last week 


‘moved into the Chicago market, 
71 | Supported by full-page ads in the 


Chicago Herald-American and 
News. 

The grocery product sales pro- 
motion plan began in the Denver 
Monitor, a shopping newspaper 
(the James A. Coveney Co. repre- 
sents shopping newspapers nation- 
ally), and moved to Baltimore, 
then was extended to a dozen other 
markets where it was supported 
by controlled circulation shopping 
papers, 

Last October, for the first time, 
the company used three Los An- 
geles metropolitan dailies and an- 
nounced that use of regular metro- 
politan papers would permit the 
plan to operate on a national basis. 


a With its introduction in Chi- 
cago, the Product-of-the-Week 
promotion now operates in 50 
cities and marketing areas, re- 
portedly reaches almost 8,700,000 
families, and has been used by 57 
companies to boost sales of 108 
different products. 

Mechanics of the plan are simple. 
Advertisers pay the Coveney com- 
pany $10 per 1,000 to print, dis- 
tribute and promote coupons good 
for part payment on purchases. 

Coveney prints and distributes 
the coupons; conducts dealer mer- 
chandising programs and a sup- 
porting newspaper campaign; col- 
lects and redeems the coupons, and 
prepares a weekly report on store- 
by-store collections and sales of 
the products. 


s The basic charge, of course, does 
not include coupon redemption, 
which costs about 1¢ or 2¢ more 
per coupon than the regular fee 
paid retailers. 

Coveney argues that its plan is a 
combination advertising-merchan- 
dising-sampling program, “a con- 
tinuous, year-round, traffic build- 
ing, sales stimulating promotion 
program.” This year, the company 
will run four nationwide cam- 
paigns (only two in most secon- 
dary markets). Coupons will be 
distributed during each campaign. 

Five or six advertisers partici- 
pate in each city in each national 
push, at a package cost of $86,- 
307.89, plus the cost of redeeming 
coupons. The company uses news- 
paper ads to announce the distri- 
bution of the coupons—including 
follow-up copy during the period 
that the coupons are valid. 


a The third 1950 promotion is 
scheduled for September, and the 
fourth will run in November. 

Most of the advertisers who mer- 
chandised their products in Den- 
ver have continued as clients of 
the Coveney company. In the 
latest promotion in Chicago, partic- 
ipating advertisers included Ar- 
mour & Co., which was represented 
in Denver; General Foods, which 
also participated in Denver; Allen 
B. Wrisley Co. (Oliv-i-lo soap); 
Cudahy Packing Co. (Old Dutch 
cleanser—a new account), and 
American Home Foods (Duff's 
mixes). American Home Products 
also joined in the Denver promo- 
tion. 

Armour & Co. perhaps has been 
the most consistent user of the 
Product-of-the-Week plan. Gen- 
eral Foods probably is second and 
American Home Products about 
third in the number of participa- 
tions. 
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Zeft Appoints DelGado 

V. P. and Account Executive 
Albert E. Del- 

Gado, formerly 

business and 


sales manager of 
Food. Packer, 


itt 


* 


MAILING LISTS 
150,000,000 Names 


oe 


i 


: published by 
* Large Mailings Handled Vance Publishing | 
® Packaging of Samples, a 2 aa j r 
Displays, Etc. president and ac- ud 
count executive 
© Lowest Prices of Roy D. Zeff & 
Associates, Chi- a'bert DelGado 


REGINA SERVICE 


847 Lexington Ave., Brooklyn 21, N. Y. 
Tel. Glenmore 5-7000 


cago agency. 
Mr. DelGado also has been west- 
ern manager of Food Industries, 
a McGraw-Hill publication, and 
prior to that was in the research 
department of McGraw-Hill. 


qaond Jubilee we thank all our good ’ 
avg ee ae feels deeply grateful 
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oan pyo he the fever of the ‘a arts 
industry with specialised art wrk, 
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Even more striking, they say, shop- 


stations 
and Montana. 


material, particularly for retailers 


newspapers. 


retailers just how radio would 
move their goods. From that point, 


Radio Is Best 
for Retailer, 
Ward Reports 


(Continued from Page 1) 
drew nearly twice as many 
shoppers as newspapers, propon- 
ents of Mr. Ward’s plan claim. 


pers attracted by the radio adver- 
tising spent nearly three times 
as much on the advertised items 
as did shoppers drawn by the 
newspapers. 


ws First public report on the new 
technique was made by Rogan 
Jones, owner of Stations KVOS, 
Bellingham, Wash., and KPQ, We- 
natchee, Wash., speaking to the 
Seattle Advertising and Sales 
Club. Additional details and a 
summary of the first 16 surveys 
were provided to ADVERTISING AGE 
last week. 

At the same time, plans were 
disclosed for a new organization 
for commercial application of the 
Ward technique on a national bas- 
is. This organization is known as 
Advertising Research Bureau Inc. 
and has offices in the Central Bldg. 
here. Its president is Frederick E. 
Baker, head of Frederick E. 
Baker & Associates, Seattle agen- 
cy. Other officers are Rogan Jones, 
and Ed Craney of Spokane, who 
heads Pacific Northwest Broad- 
casters, representing a group of 
in Washington, Oregon 


ws The. Ward method grew out of 
an attempt by Mr. Jones and a 
handful of northwest radio broad- 
casters to develop better sales 


who have long been accustomed to 
newspaper advertising and who 
think of advertising in terms of 


Jones put up to Ward the need 
for point of sale material to show 


clock, phone or wire 


Cincinnati 2, Ohio 


For the rumored advertiser who is 
looking for 100,000 illuminated 
advertising clocks at $5.00 per 


OHIO ADVERTISING DISPLAY CO. 


America's Largest Producer of 


Indoor Type Point-of-Sale Signs 


OPENS LP-GAS PROMOTION—Lee A. Brand, chairman, National Committee for 
LP-Gas Promotion, and LP-Gas Twins, Miss Butane and Miss Propane, unveil a 
blow-up of first national ad to be directed at farm market in LP-Gas promotional 
program. The scene took place at annual convention and trade show of Liquefied 
Petroleum Gas Association in Chicago, where Mr. Brand gave a report of the project, 


Ward developed the technique, and 
pilot tests were begun for Belling- 
ham merchants under Jones’ lead- 
ership. Surveys then were extend- 
ed to other northwest cities. 

Thus far, surveys have been 
made for department stores, fur- 
niture, hardware, food, specialty 
stores and other types of retail 
outlets in small cities. The retailer 
chooses the item that he wants 
to advertise, just as he does for his 
customary promotion. The only 
restriction imposed on him in a 
survey is that he spend an equal 
amount, in dollars, for newspaper 
and for radio advertising. 


@ In the surveys thus far con- 
ducted, the retailer has prepared 
newspaper copy in his customary 
manner. Radio stations have pre- 
pared copy for spot radio an- 
nouncements. The promotion is 
held within a three-day period. 

Interviewers, selected and train- 
ed for this work, spot-check at 
point of sale to measure the ad- 
vertising results. They question 
only those who have completed the 
purchase of the advertised item, 
or who have asked about it and 
have turned away without buying. 
To these persons, the interviewer 
asks: 

“The advertising department of 
this store is making a study of 
the effectiveness of its advertising. 
Would you mind answering a few 
questions to help us to determine 
how effective this advertising is?” 

The first question is, “How did 
you learn about our special of- 
fer?” After the shopper has been 
given time for voluntary com- 
ment, the interviewer checks fur- 
ther so that the shopper will recall 
some identifying part of the adver- 
tising. This is done to make certain 
that the shopper did indeed see or 
hear the advertisement mentioned. 
One common identification in ra- 
dio may be the signature where 
the advertiser or station uses a 
bell, for example. In one of the 
newspaper ads, it is said, an il- 
lustration for nylon stockings 
showed a pair of legs sticking 
up in the air. When the shopper 
mentions that unusual illustration, 
identification is considered com- 
plete. 


= The interviewer also notes whe- 
ther the shopper lives in the city 
or outside and what, if anything, 
was bought of the advertised item 
under survey. 

The check of shoppers is a ran- 
dom sampling. The number ques- 
tioned depends upon the item un- 


An average of about 75 shoppers 
were questioned in each of the 
initial surveys, AA was told. A 
survey made last week, measuring 
effectiveness of advertising in 
building traffic for a food chain 
store, used close to 2,500 inter- 
views. 

A cumulative summary of the 
first 16 surveys showed radio ad- 


vertising brought in 581 shoppers 


der promotion, flow of traffic, etc. |- 


who bought the advertised item 
or who asked for it and declined to 
buy; this was 40.4% of the shop- 
pers interviewed. Newspapers 
brought in 304 shoppers or 21.2%, 
Shoppers who recalled both radio 
and newspaper advertising num- 
bered 206, or 14.3%. Shoppers who 
came in because of some other 
stimulus—such as a window dis- 
play, personal solicitation, direct 
mail, word-of-mouth comment or 
just shopping around—totaled 346, 
or 24.1%. These returns, it is claim- 
ed, show that radio outpulled 
newspapers nearly two to one in 
building traffic. 

The number of shoppers who 
bought ran on a fairly even ratio, 
Of shoppers brought in by ra- 
dio, 74% bought; of those brought 
in by newspapers, 73.7%; by both 
radio and newspapers, 78.2%; 
other, 63%. 


s Dollars spent by shoppers for 
test items ran higher, proportion- 
ally, in radio. Shoppers drawn by 
radio advertising spent $5,812 for 
the advertised items. This sum is 
54.6% of the money spent by in- 
terviewed shoppers for the test 
merchandise. Shoppers drawn by 
newspaper advertising spent $2,- 
165, or 20.3% of the total, Shop- 
pers drawn by radio and newspa- 
pers spent $1,483, or 13.9%, and 
other shoppers spent $1,187, 11.2%. 

Shoppers who were interviewed 
spent $10,648 on the test items. 
This is not the total amount of 
direct return from advertising, 


A Word from Him 


Win for your product the influence 
andg will of the 20,000 County 
Agents, Vo-Ag Teachers, Exten- 
sion Leaders and Soil Conserva- 
tionists who read Better Farming 
Methods every month. 
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Mpertising Age, May 22, 1900 
since only a sample of the shop- 
pers were checked. There was no 
measurement of other purchases 
that shoppers made in a test store, 
AA was informed. 

Expenditures for test advertis- 
ing varied widely, depending upon 
how the merchant wanted to carry 
on his promotion. The lowest ex- 
penditure was $14 in radio and 
$14 in newspapers. The largest in 
the first group of surveys was 
$193 in each medium. The average 
was less than $100. 


gs Why radio shoppers spent more 
than newspaper shoppers is now 
being studied, Mr. Ward said. One 
factor was larger expenditure by 
radio shoppers for several’. big- 
ticket items, such as appliances 
and floor coverings. Mr. Ward also 
suggested that radio appeared to 
be drawing from a larger area, 
and thus was bringing in rural 
customers, who might tend to 
make larger purchases witen they 
did go to a city for shopping. 

Items included in the surveys 
were of a wide variety, including 
floor furnaces, refrigerators, lin- 
gerie, men’s suits, dinnerware, 
books, etc. The selection was left 
entirely to the merchant. 

Shoppers responded readily in 
the interviewing, Ward reported. 
There were few (only about 2%) 
who were unable to recall some 
identifying feature of the adver- 
tisements. These few who could 
not indicate what made them say 
they had seen the advertising in 
radio or newspapers were dropped 
from the survey. 

One of the applications of the 
Ward technique will be testing 
copy to determine selling and re- 
membrance features. Surveys so 
far show high remembrance for 
sound effects in the signature, such 
as the bellowing bull used by one 
farm store in radio advertising. 


a The first group of surveys was 
made on KVOS, Bellingham; KPQ, 
Wenatchee; KXLY, Spokane; KXL, 
Portland; KXLL, Missoula, Mont.; 
KXLJ, Helena, Mont.; and KXLQ, 
Bozeman, Mont. The _ stations 
ranged from 250 to 10,000 watts in 
power. Newspapers against which 
radio was tested sometimes were 
represented by the only daily in a 
city; at other times they included 
two dailies in the city. 

When the Ward technique had 
been tested in a dozen surveys, 
Advertising Research Bureau Inc. 
was set up to handle commercial 


application of the idea. Radio sta- 
tion operators familiar with the 
preliminary results began asking 
that similar surveys be made in 
their areas to provide a merchan- 
dising tool, Mr. Baker said. The 
bureau has retained Ward to han- 
dle surveys and research and to 
set up an interviewing organiza- 
tion. 

At the present time, the bu- 
reau has interviewers in Seattle, 
Spokane and Portland. It will ex- 
tend the organization into Califor- 
nia next month, then to Salt Lake 
City, Denver and into the East, 
Baker said. 
ew Ward sees the technique as hav- 
ing value in checking all media, 
one against another on a dollar- 
for-dollar basis of advertising ex- 
penditure. It is applicable, he said, 
to television, outdoor, magazines, 
direct mail and other media, as 
well as to newspapers and radio. 
It is equally useful, he added, in 
checking effectiveness of copy. Al- 
though tests in radio so.far have 
been with spot announcements, 
he believes the technique is also 
applicable to network radio, and 
“ARBI” organizers envision a con- 
tinuing series of national surveys. 

Baker stressed the importance 
of the bureau as “offering the first 
real tool for retailers in comparing 
the results of media advertising 
and an opportunity to check the 
value of multi-media promotion, 
particularly for special-promotion 
merchandise.” 


w Although initial surveys pro- 
vide sales material for radio sta- 
tions working with local retailers, 
the organization has been pro- 
jected on a broader basis as a 
service for advertisers and all me- 
dia. Toward this end, Baker said, 
the organization will establish a 
national advisory board with rep- 
resentatives from newspapers, ra- 
dio, magazines and outdoor; from 
manufacturers, retailers, whole- 
salers and others. The object, he 
explained, is to keep the bureau 
as a multi-media service. 

As one indication of the use to 
which results may be put, Ward 
cited the fact that the only sur- 
vey in the first 16 which showed 
newspaper outpulling radio, dol- 
lar for dollar, brought to light at 
the same time the fact that the 
subject radio station’s rates were 
out of line; this happened to be a 
small station in a city with two 5,- 
000-watt stations and a strong 
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newspaper. As a result of the find- 
ings, the owner immediately un- 
dertook a rate revision, AA was 
told. 


Lever Names Drew 
to Succeed Gonser: 
Gamber Promoted 


New YorkK—Following closely 
the appointment of a new execu- 
tive triumvirate for top manage- 
ment, Lever Bros. Co. last week 
moved Edward Drew and Gerald 
F. Gamber into new posts as de- 
partment heads. 

Mr. Drew, formerly associate 
director of public relations, will 
head Lever’s public relations. Mr. 
Gamber will be in charge of per- 


G. F. Gamber Edward Drew 


sonnel, having previously been as- 
sociate director of personnel. 

The appointments were made to 
fill vacancies opened by the resig- 
nation May 15 of Thomas A. Gon- 
ser as director of personnel and 
public relations. Mr. Gonser has 
resigned to establish his own or- 
ganization in Chicago dealing in 
corporation public relations ard 
fund raising for educational and 
philanthropic institutions. His of- 
fices will be at 111 W. Monroe St. 
in Chicago. Before joining Lever 
in 1947, he was vice-president and 
director of public relations of 
Northwestern University, Evans- 
ton, Ill. 


@ Questioned as to his status with 
Lever late in February by AA 
(AA, Feb. 27), Mr. Gonser re- 
plied: “I deny all rumors to the 
effect that I am out of the com- 
pany—yet.” 

Mr. Drew joined Lever from the 
National Association of Manufac- 
turers two years ago, where he 
was associate director of public 
relations. Mr. Gamber was indus- 
trial relations director of the 
Crosley Division of Avco Mfg. 
Corp. before becoming a Leverite. 


Broadcasters Elect Joscelyn 


A. E. Joscelyn, director of opera- 
tions of CBS, Hollywood, has been 
elected president of the Southern 
California Broadcasters’ Associa- 
tion. He replaces William J. Bea- 
ton, general manager of KWKW, 
Pasadena, who withdrew after 
three years in that post. Other of- 
ficers are Clyde P. Scott, general 
manager of KECA and KECA-TV, 
Los Angeles, vice-president, and 
Cliff Gill, general manager of 
KFMYV, Los Angeles, and the Paci- 
fic Regional Network, secretary- 
treasurer. 


TV Group Names Officers 


James L. Tabor, of Richard A. 
Foley Advertising Agency, has been 
elected president of the Television 
Association of Philadelphia. He 
succeeds Al Bernsohn of RCA Vic- 
tor, who has been made chairman 
of the board. Other officers are: 
Allen Tripp, Adrian Bauer Adver- 
tising Agency, vice-president; Dick 
Strome, of Dick Strome Television, 
secretary; Ethyl Foster, Television 
Arts Institute, assistant secretary, 
and Mrs. Billie Farren, Neal D. 
Ivey Co., treasurer. 


Shappe-Wilkes Names Tiernan 
Shappe-Wilkes, New York, has 


.|added Lawrence R. Tiernan, for- 


merly with Northwestern Mutual 
Life Insurance Co., as an account 
executive. 


Taylor Moves Offices 


Taylor Co., radio-TV station 
representative, has moved to 488 
Madison Ave., New York. 


U.S. Trade Mark 
Association Holds 
72nd Meeting June 6 


New YorK—A symposium of 
leading business executives on the 
role of advertised brands in mer- 
chandising, and talks by authorities 
on government regulation of ad- 
vertising and trademarks will 
feature the annual meeting of the 
United States Trade Mark Asso- 
ciation, June 6, at the Waldorf- 
Astoria. 

W. Paul Jones, president of Ser- 
vel Inc., Evansville, Ind., will lead 
the discussion on trademarks from 
the sales standpoint. He will be 
followed by Bernard C. Duffy, 
president of Batten, Barton, Dur- 
stine & Osborn, New York, and 
Walter D. Fuller, chairman of the 
board of Curtis Publishing Co., 
Philadelphia. 

Lowell B. Mason, acting chair- 
man of the Federal Trade Com- 


+|mission, will speak at the lunch- 


eon session on the commission’s 


cooperative approach to business 
regulation. 

A discussion of safeguards for 
the present intangible assets of 
business will be presented by S. 
Chesterfield Oppenheim, professor 
of law at George Washington Uni- 
versity, Washington. 

The meeting will be the 72nd an- 
nual convention of the association. 


Hires Appoints Gorski. 
National Sales Head 


John F. Gorski 
Jr. has been 
named _= general 
sales and mer- 
chandising man- 
ager of Charles 
E. Hires Co., & 
Philadelphia. He © 
will be respon- 
sible for the dis- | 
tribution and 
merchandising of 
all Hires prod- john Gorski Jr. 
ucts nationally. 

Mr. Gorski previously has served 
in sales capacities with Daystrom 
Corp., an ATF affiliate; Booz, Al- 
len & Hamilton, management en- 
gineer, and Campbell Soup Co. 
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WMC STAYS 


It is practically. impossible to in the only 


OUT FRONT! 


radio station in 


a major market these days. But if WMC can't be the only 


« 


one, it can be—and is—the ‘best. At least, that’s the” 


verdict of advertisers, as proven by this fact. 
EACH YEAR, FOR THE PAST FIFTEEN YEARS, WMC 
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RRIED MORE LOCAL, REGIONAL AND 
NAL SPOT BUSINESS.IN TERMS OF © 


LAR VOLUME 
N ANY OTHER 
RADIO STATION 
IN MEMPHIS 
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In 51 of the Wholesale Grocery 
Trading Areas which aceount for 
41% of total U.S. food sales .... 


51 of the 184 wholesale grocery trading areas, as defined by the 
Department of Commerce, account for 41% of the total U.S. food 
sales. First 3 Markets Group reaches 44% of all these families. 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 


Rotogravure « Colorgravure 


MARKETS G RO U Pp 2 Picture Sections « Magazine Sections 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 > Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Cal., 155 Montgomery Street, GA'rfield 1-7946 . Los Angeles 17, Cal., 1127 Wilshire Blud., MIChigan 0578 
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